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Robert C. Trundle and Douglas P. Gould tell— SEE COMPLETE 
CONTENTS ON 


How to plan for profits tn cial 
our new rental economy 








Seat your secretary on “cloud 3143” 


...and watch her work-attitude improve and her work output rise! 3143 designates GF’s 
newest GOODFORM “comfort-styled” secretarial chair. It’s scientifically designed, easily adjust- 
able, to fit any secretary...tall or short, thin or stout. And here’s the pay-off! Just one 
additional letter typed per day will pay for a GoOODFORM chair in one year...a mere 5% 
increase in productivity will pay for it in just six months. Yet studies show good office seating 
can increase productivity as much as 30%. Call your nearby GF branch or dealer for all the 
facts, or write The General Fireproofing Company, Department D-20, Youngstown 1, Ohio. 
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BURROUGHS ACCOUNTING MACHINES PAY FOR 


THE 


APRIL 1960 


MSELVES IN ONE YEAR AT SPARTON CORPORATION 


The seene: Jackson, Michigan, headquarters of the Sparton Corporation, manu- 
facturers of marine warning signals, railway car loading systems, automobile and 
truck horns, and military electronics equipment. The jeb: payroll, accounts pay- 
able and accounts receivable. The equipment: four Burroughs F-300 Sensimatic 
Accounting Machines. The results: John J. Smith, President, says ‘“These 
machines made possible such savings in our operations that they paid for them- 
selves within the first year of use. Furthermore we could never make our closing 
dates without them.”’ Burroughs and Sensimatic—TM’s 


Sparton Corporation is one of many manufacturing 


concerns helped to peak efficiency by Burroughs = Bu ugh 

data processing equipment. For details, action— Burroughs rro S 
and results—call our nearby branch today. Or Ee) © 

write Burroughs Corporation, Detroit 32, Mich. Corp orat 10n 


“NEW DIMENSIONS | in electronics and data processing systems” 
(Circle number 112 for more information) 








You may find the answer 


in these typical statements from 
the ] CW enthusiastic Call Director users... 
with the many advantages the Call Director gives V 
us over our previous telephone system. This small, 
te | eC ' @ f e space-saving unit does what several pieces of equip- 
ment did before. We can now pick up 12 incoming ‘ H 


and outgoing lines, plus a new intercom line, at 
each of our 31 Call Director locations. Function- 


ally, this equipment certainly lives up to its name 
—and it’s smart-looking, too.”’ H 


George W. Bailey, Vice-President, Chapman Drug 
Company, Knoxville, Tennessee: ‘‘We are delighted 





do tor 


M. R. Speier, Manager, Badger Body Mfg. Com- Ye 
pany, Omaha, Nebraska: ‘‘We don’t know how we 
ever got along without our Call Director telephones. 
With our six sets, we can accept three or four in- W 
coming calls at the same time. We can add more 
‘ lines as our business grows, without disturbing our 
y) people, our routine, or the system itself. Our cus- 
U S| t) ASS tomers like the efficiency of the system and its D 
businesslike appearance. The Call Director has 
done everything you said it would.” 





your 


Hi 


C. B. Bobo, Branch Manager, Southwestern Invest- 
ment Company, El Paso, Texas: “Our new Call Tl 
Director communications system has been in oper- 

ation for 60 days—and it has solved every one 

of our telephone problems. We have all the lines 

we need now, and plenty are still available for Tl 
future growth. We depend heavily on the telephone 
to service our dealers and customers. The Call 
Director is helping us do the job right.” 





Ef 


He 
Learn how the Call Director telephone with Bell 
System intercom can be tailored to the exact needs 
of your business. Just call your Bell Telephone busi- He 
ness office, and a representative will visit you at 
your convenience. No obligation, of course. 





BELL TELEPHONE SYSTEM 





Available in 18-button and 30-button models—in 
gray, green or beige, with contrasting face plates. 


2 MANAGEMENT METHODS APRIL 1 








Contents 


Vorkshop for management—ideas you can use right NOW............cccccccccssssesesesscseesesceussevevares 


This round-up of ideas—sent in from firms around the country—can tell you 
how to save time, cut costs and build your sales and profits. 


How to plan your approach to the coming rental ECONOMY. ..................ccccccssessesseeeeeeseseeseeeees 


Two perceptive authors tell why rental will soon be the basis of our economy, 
and give actions to take to prepare for profits in the coming rental economy. 


How to audit your existing prodacts=for prokit.)..:......40)./0. Liss age ecu 


Apply the 10 tough questions in this article to your existing products and 
they will help you reach and hold the top of your market. 


Your business insurance: five holes to plug, six ways to cut COStS.....0..0..0.cccccccceseeeeeereee 


Most firms spend too much on insurance and get too little coverage. These ac- 
tual examples show how to plug holes, cut costs—and improve your coverage. 


When—and when not—to continue public relations.........0.00000.00.0ccccccccccscescesessteeeeeesseseesessens 


Do you know when a PR program should be started, continued, altered or 
abandoned? Here a specialist gives you guides to judge your own PR program. 


Do you need a distribution mana@Ot? 2... ....05.6.06.ccnman ea ages akin 


You can lose a competitive edge with a w oak distribution setup. Profit con- 
scious firms side-step the problem with a distribution manager. Here’s how. 


How to organize definite tasks for your office force.................0.ccccccscessesecscesccseestensentesseeeessens 


Flexibility in job assignments is overdone. If everyone does everything, work 
suffers, costs mount. Here is the systematic way to assign definite tasks. 


This personnel form does an all-purpose joD............-.,.+::::+0.0-s..sshetabnste ngeaaaaabesenieandatetads 


This record-keeping method makes all personnel facts, figures and statistics 
instantly available—and it saves the equivalent of four employees time. 


These are the real facts about air conditioning ... saci 60s la RE alone Suada ei 


Does air conditioning really deliver big savings? Here | are the precise effects 
air conditioning has on personnel, production and maintenance. 


Efficiency plus esthetics in this president's suite Re en eee PL ene ewe. 


Beauty and built-in efficiency features merge in the four-part office of Michel 
Fribourg, president of Continental Grain Co., New York. 


How to organize and train a company fire brigade........ MN PAO iid aae idee 


Fire losses can cost millions, but a company fire brigade can often keep a 
fire loss below $100. Here’s how to set up a fire brigade in your firm. 


How to plan an elective’ setlen: wee. scot ial bo tieensdacsssonicsseoavecrentiareestignicgees 


One reason more meetings aren't the successes they could be is that someone 
overlooked something obvious. Here’s a checklist of things not to overlook. 
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Smart 
truck users 
choose 


National ease 


the PREFERRED 


way to lease trucks 
because it’s national in 
experience and service — 
local in costs and controls 














Nationaljiease supplies everything but the driver at flexible, local-level 
costs. On-the-spot management provides highest efficiency; full-service, 
one-invoice iene cecal the LEASE-FOR-PROFIT way. 

Lease a new Chevrolet, or other 
fine truck, operate it as your own 
with no investment, no upkeep. 


LEASE... for Profit 
Nationallease service 


doesn’t add to your cost 

..it saves. Saves the 
capital and management 
. time you now spend on 
trucks so you can put 
yourself—and your 
money—back into your 
own business. 











Forget trucks! Whether you lease a single 
truck or a fleet your local Nationalease firm 
will take them over and will relieve you 
of all concern with capital tie-up, procure- 
ment of properly engineered equipment, 
garaging, paperwork, insurance, licensing, 
upkeep—and hundreds of invoices. Your 
driver operates the truck as if you owned 
it—and you have a single budgetable 
invoice. That’s Nationalease full-service 

truckleasing! 





For facts about full-service, 
‘*Lease-for-Profit"’ truckleasing— 
and the name of your 


local Nationalliease firm, write: 


en ay 
Poles NATIONAL TRUGK LEASING SYSTEM 


=n 2 Serving Principal Cities of the United States, Canada, and Puerto Rico 
23 E. JACKSON BLVD., SUITE M-4, CHICAGO 4, ILLINOIS 


(Circle number 148 for more information) 
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Paperwork-duplicating costs 
enough to make you see red? 


It’s time you looked into xerography, world’s fast- 


est, most versatile, and most economical method 
of copying. In hundreds of companies, in industry, 
and government agencies, xerographic equipment 
is used today to cut through the mountains of paper- 
work, to do more work at less cost. 

Xerography copies anything written, printed, 
typed, or drawn — in seconds — onto ordinary 
paper, offset paper masters, vellum, or card stock. 
With it you can enlarge, reduce, or copy size-to- 


size... from any original—engineering drawing, 


letter, invoice, even bound manuals! Each copy is 
photo exact, legally acceptable. 

You don’t have to be a large organization to 
profit from xerography’s near-magic speed and 
economy in paperwork duplicating. Send for 
proof-of-performance folders showing how compa- 
nies of every size save thousands of dollars annually 
with xerographic copying equipment. HALorp 
XEROX INc., 60-188X Haloid Street, Rochester 3, 
N. Y. Branch offices in principal U. S. and Cana- 


dian cities. Overseas: Rank-Xerox Ltd., London. 


Xerox Copyflo® equipment for inexpen- 


XeroX master-making equipment for offset duplicating 
enlarges, reduces, or copies size-to-size. 


sive, high speed, volume reproduction 
from microfilm or original documents. 


(Circle number 131 for more information) 
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they call the man from 


FORD or BURNHAM VAN 





Exhibits and displays must be handled by pro- 
fessionals ... experienced in the safe, secure 
and swift moving of items of unusual value... 
and who are interested in what they are doing. 
Handling and loading are done with professional 
skill... with vans custom designed and equip- 
ped for the job. Each driver is dispatched to 
meet your schedule. Jt’s your privilege... be 
particular... call the man from Ford or Burn- 
ham Van. He’s listed in the Yellow Pages. 


Service to ALL States 








BURNHAM VAN SERVICE =|) FORD.WAN LINES 


BURNHAM “2 
y= = 





BURNHAM VAN SERVICE, INC., COLUMBUS, GA. 








(Circle number 111 for more information) 





FORD VAN LINES, LINCOLN, NEB. 





Letters 


Super size showmanship 


Sir: Your article by Ted Pollock, 
“How to demonstrate your product 
—with showmanship” |MM, March, 
60] rang a few bells with us at 
Federal Pacific Electric Co. 

We have always believed in 
showmanship and have obtained 
some excellent results by applying 
showmanship techniques in several 
areas not covered by the article, 
mainly the field of “big” products. 

For example, how do you apply 
showmanship to products weighing 
thousands of pounds that can’t be 
carried around in a suitcase or sales- 
man’s hip pocket? 

We faced this problem with our 
new type magnetic air circuit 
breaker—our DST 5-250, designed 
for use by utility companies and 
large industrial plants for the con- 
trol and distribution of electrical 
power. 

Ordinarily, the idea would be to 
bring Mohammed to the mountain, 
i.e., arrange for potential customers 
to come to one of our plants and in- 
spect the device. But what we did 
was build a special trailer for the 
DST 5-250 and tour it for a year 
with a sales engineer—10,000 miles 
across the nation—in personal calls 
to hundreds of utility and industrial 
representatives. 

The project was so successful, this 
year we organized a Power Parade 
—a multi-ton trailer truck contain- 


F 
EDERAL pacry. Utiarrg 


COmtaes 


POWER 
PARADE 
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ing representative samples of equip- 
ment from our line of more than 
2,500 products. This is now touring 
the United States, visiting dozens 
of cities where we set up exhibits 
for our customers—in Ted Pollock’s 
words “to examine the product, to 
discover its unique advantages.” 

Let’s have more stimulating arti- 
cles like this one. 

ROBERT L. BOBO 
PRESIDENT—MARKETING 
PACIFIC ELECTRIC CO. 

NEWARK, N. J. 


VICE 
FEDERAL 


Pass along readership 


Sm: Was browsing through your 
February issue and certainly found 
many items of interest. What man- 
ager can get along without informa- 
tion on “How to fire someone,” 
“How to motivate your salesmen,” 
and “How to get a man to really 
work hard.” 
Just thought you would like to 
know your editorial content seems 
be rather intriguing to myself 
and some of the people around the 
office, to whom I have routed these 
clippings. 
TOM KEATING 
BARTON, DURSTINE & 
OSBORN, INC. 
NEW YORK 


BATTEN, 


All out effort for safety 


Sm: I read with great interest the 
article by Harold Sharp, “How to 
uncover hidden hazards in your 
‘safe’ plant” [MM, Feb., 60]. The 
examples he cites parallel to a great 
extent our own experiences. Our ap- 
proach has been somewhat differ- 
ent, but the net result was to moti- 
vate employee participation in a 
program that resulted in lowering 
the accident rate in our plant 80%. 

The first step was to dramatize to 
our staff the hazards that many were 
not aware existed in our “safe” 
plant. To do this, we published a 
complete listing of every accident 
in the past five years, where it oc- 
curred, what had been and what 
should have been done. Having 
aroused plantwide interest in acci- 
dent prevention this way, we set up 
a simple program which involved 
regular executive, foremen and de- 
partmental meetings on plant safety, 
and two contests involving foremen 
and employees. 

Meetings at the executive level 


APRIL 1960 











‘This 
AY Frreennere 
we Koel eb anexe 
Revolution 





It’s called the Friden Programatic Flexowriter. Here it is being used to write 
sales orders. After inserting a pre-punched card in the reader, the operator 
touches a key. The machine writes in the entire heading at a speed of 100 
words per minute, pausing only to let the operator insert the date. 

Next, the girl inserts a card for the first line item on the order. She enters the 
quantity, and the machine completes the line while she selects the next card. 
As it writes, the machine automatically punches selected information into a 
paper tape. Later, this tape can be used in any of three ways: 1) Run back 
through the Flexowriter to produce a complete written summary of orders, 
2) Fed into a Friden Computyper to prepare invoices automatically, 3) Fed into 
a card punch to prepare a tab card for each order. (Or, when required, the 
Flexowriter itself can directly control tab card punching.) 

Blue sky? Not on your life. This new system of document writing is working 
beautifully in hundreds of offices here and abroad. Your Friden Systems Man 
can give you the full story. Or write: Friden, Inc., San Leandro, California. 
THIS IS PRACTIMATION: automation at the source of the data, automation 
so hand-in-hand with practicality there can be no other word for it. 


 |riden 


SALES, SERVICE AND INSTRUCTION THROUGHOUT THE U.S. AND THE WORLD, 
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: ant ni WESTEp, 


ELON TRUST 
~» » COMPANY 


“FROM A STANDING START in gloomy 1934 we grew to 
our present $10 million annual volume, with Heller funds and 
guidance. With ample funds available, we devote our energies 
creatively to business.” E. M. Stevens, President, Great Western 


Loan & Trust Company, San Antonio, Texas. 


Six Typical American Success Stories- 





“HELLER FUNDS FUNCTION for us as equity capital. These 
funds replace stockholders; there’s no lien on future profits. Our 
company started in 1949 with $4,500 capital. Today our sales 
exceed $30 million annually.” E. T. Barwick, President, E. T.. 
Barwick Mills, Atlanta, Georgia. 




















“WHEN NO OTHER financing institution was willing to con- 


“OUR MAJOR CUSTOMERS started making their own en- 





I 


sider us, Heller had confidence in us. Heller funds increased our gines. We had to change products, find new markets. With 
profits, speeded our growth, helped us to financial independence.” Heller money and services our company weathered its stormiest 
David Verson, President, Verson Allsteel Press Company, period.” C. J. Reese, President, Continental Motors Corporation, 
Chicago, Illinois. Detroit, Michigan. 


Helped Come True by Heller Dollars 


You see the company’s buildings and its products. 
You hear the famous name. But only the numerals 
written by the bookkeepers can tell you how the 
company got where it is. And very often the place 
where the upturn started was the place where Heller 
money and cooperation went to work. 


Heller has financed projects as diverse as jet planes 
and TV shows, oil tankers, ladies’ wear and reclining 
chairs. But Heller will finance a company only if 


You Go Faster and Farther with 
Heller Dollars 





‘‘HELLER’S CASH gave us needed support at a critical 
period—and, maybe more important, though hard to measure, 
was Heller counsel. With Heller our sales have increased 
twenty-fold.”” Douglas O. Yoder (right), President, and 
Edmund H. Kanzenbach, Treasurer, The Yoder 
Company, Cleveland, Ohio. 


“FROM A SMALL REGIONAL AIRLINE 
in Florida, Heller money helped 

National Airlines become one of the nation’s 
leaders, a pioneer in jet travel.” G. T. Baker, 
President and Chairman of the Board, 


National Airlines, New York, N. Y. 


that company will profit more with Heller than by 
any other financing available. Today, Heller ad- 
vances more than a billion dollars annually to 
business. 


If your annual sales are upward of a quarter million, 
our booklet, “Financing Business Action”, may sug- 
gest how to strengthen your position and increase 
your company’s profits. Write for your copy today; 
there’s no obligation whatever. 


Write Dept. MM-4 


Walter E. Heller s Company 


105 W. Adams St., Chicago 90 * 342 Madison Ave., New York 17 
9141 E. Jefferson Ave., Detroit ¢ Fulton National Bank Building, Atlanta 
Walter E. Heller & Company of California, 849 S. Broadway, Los Angeles 14 



























OW BRUNING MAKES 





Office filing space reduced up to 90% ... vital documents absolutely 


protected from fire, theft, mail loss, and damage .. . fast, easy reference 
to all office records! 


Those are some of the revolutionary benefits that can now be yours, ona 
practical everyday basis, through Bruning’s advanced microfilm equipment. 


New, Low-Priced Documat Cameras. Low-priced because seldom-needed 
features have been eliminated, with no sacrifice of vital features and quality. 
Model PFA, with 3414 reduction, records as many as 7,200 letter-size pages 
with fine resolution on a 100-foot roll film. Model F16, with 16x reduction 
makes highest quality 16mm. film negatives suitable for enlargement. 


New, Low-Priced Documat Reader-Printer. See your film enlarged on 
the screen, push a button, and in seconds you get an exact, mirror-sharp 
print. Produces prints from microfilm rolls, jackets, or aperture cards. 

Bruning offers a complete line of equipment for microfilm processing 
and mounting, indexing and filing, reading and inspecting. It backs up 
these products with a nation-wide service that gives you the help of a 
Bruning Man and the products you need when you need them. You 
practically can’t afford not to mail the coupon below. 





Charles Bruning Co., Inc. Dept. 4-G 
1800 Central Rd., Mt. Prospect, Ill. 





Offices in Principal U.S. Cities 
In Canada: 103 Church St., Toronto 1, Ont. 





(BRUNING ) 












a} Please arrange for a Bruning Man to contact me. 


Moafdnig 


Oo Please send me information on microfilming for the office. 











Name Title 
Company 

Address 

City County State 
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were devoted to new policy or 
policy changes in the safety pro- 
gram, procedure hazards, possible 
corrective action, and analysis of 
accident reports. 

At the foremen sessions, the men 
received safety training, the results 
of which were then passed on to 
the departmental staffs. Foremen 
also were briefed on work proce- 
dures, inherent hazards, accident 
costs and effects and various safety 
practices. Indoctrination included 
viewings of films. 

At the departmental sessions, haz- 
ards, wrong procedures, first-aid 
treatment and other safety factors 
were discussed. 

New equipment is always in- 
spected for optimum safety. For ex- 
ample, all fluorescent fixtures, even 
if equipped with factory clips to 
hold tubes in place, are doubly 
guarded by adding two wires 
around the entire fixture. 

Guards and protective devices are 
installed on all hazardous equip- 
ment. 

We have found that this intensive 
and extensive program has paid off 
by heightening morale, reducing 
accidents, increasing efficiency and 
production, and cutting operating 
costs. 

WILLIAM P. KATZ 

GENERAL MANAGER 
GIBRALTER DISPLAY DIVISION 
MEAD CONTAINERS, INC. 
JERSEY CITY, N. J. 


How about a company plane? 

Sir: I very much enjoy reading your 
fine magazine and find numerous 
items of interest in each issue. 

I particularly enjoyed your Work- 
shop for Management item, “How 
about a company bus” [MM, Jan. 
60]. But when I saw the price of 
a company bus, I nearly jumped out 
of my chair—$20,000 to $75,000. 
For $75,000 a businessman can fly 
in a deluxe equipped twin-engine 
[plane] which carries five persons 
and has a cruising speed of 220 
mph. .. 

BILL ROBINSON 

PUBLIC RELATIONS MANAGER 
CESSNA AIRCRAFT CO. 
WICHITA, KANSAS 


= Watch for a forthcoming article 
in MANAGEMENT METHOps on the 
economics of company owned air- 
craft. EDITOR 
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“OPERATING 
MY OWN TRUCKS 
USED TO DRIVE 
ME CRAZY... 








Hertz “custom 


Hertz washes and cleans each truck regularly. Hertz handles all paperwork, even furnishes state license plates. 
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...and then Hertz 
got me out of the truck 


business... back into 





‘‘Before | switched to Hertz Truck Lease Service 
1 used to spend as much time with my truck fleet 
as | did with the business. There were forms to fill 
out, reams of accounting work, parts, repairs—it 
was like running a second business! 


‘‘But look what happened when the Hertz people 
took over. | turned all problems of ownership over 
to Hertz when | signed the contract. They bought 
my trucks at their fair market price. Trucks that 
warranted it were rebuilt from bumper to bumper. 
For the units that had to be replaced, | had a choice 
of new GMC, Chevrolet or other sturdy trucks. 


‘Along with this, Hertz ‘custom-engineered’ the 
trucks to my operation. They analyzed what we 
hauled, where we delivered, size of our loads—and 
because of this, we're able to get even greater 
efficiency and usefulness from our trucks. 

‘Hertz painted and lettered each truck using our 
standard colors and identification. And one thing 
we never had time for—washing and cleaning—is 
done at night or during weekends. 


‘‘Maintenance has always been a big headache. 
With us, it was catch as catch can. Now Hertz 
crews work on our trucks on a regular preventive 
maintenance schedule. The work is done during 
off-duty hours. Furthermore, !’m out of the parts 

: business since Hertz furnishes everything! 






Hertz performs all repairs and maintenance. 


Hertz replaces trucks in case of accidents. 


hs, 





‘‘In case an accident puts one of our trucks out 
of working commission, Hertz provides for a re- 
placement at no extra charge.”’ 


But Hertz Services don't end here... 

















‘Hertz has turned a constant headache into a 
smooth, streamlined business operation. They 
have helped expand our service to distant points 
with a long-haul tractor and trailer. And it's re- 
assuring to-know Hertz protects us with more than 
500 truck stations all over the country. 

“For our peak periods Hertz provides extra 
trucks. This gives us maximum efficiency and cus- 
tomer service without having to increase the size 
of our permanent fleet. 


‘The switch to Hertz has been a dramatic step- 
ahead for our company. We have no capital 
invested in our fleet. All of the accounting work 
is done by Hertz. Our people who operated the 
fleet are now concentrating on more profitable 
work for the company. And one budgetable check 
per week covers everything. That’s all there is to 
it, and we're out of the truck business for good!” 


Note from Hertz—There is no one man who-has 
said all these things in exactly this way. What you 
have just read are the combined expressions of 


business men, like yourself, 
HERTZ 


who have come to knowthe 
i101 @ Gf -7:\~) 





many benefits of Hertz 
Truck Leasing. They 
could be your words. 





Hertz offers customized long-haul tractors and trailers, 


“,,. thanks to Hertz, 
all our truck problems 


have been solved” 





Hertz provides extra trucks for peak periods. 


How about you ? Call your local Hertz Truck Lease office 
for more information. Or write for the booklet, ‘‘How to 
Get Out of the Truck Business,'’ to Hertz Truck Lease, 
Dept. D4, 218 South Wabash Ave., Chicago 4, Illinois. 
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IN A WINK OF THE EYE 


(ONLY A FARRINGTON OPTICAL SCANNER CAN DO IT) 


The Farrington Optical Scanner (familiarly known as the EYE) 
automatically reads imprinted data in much the same way that 
you read these words. You scan each line optically. So does the 
Farrington Optical Scanner. 


Take the credit card account number shown above, for 
instance. The EYE locates the imprinted number of a sales 
slip or tab card. It reads the number, digit by digit. It then 


punches the number into the card for use in automatic data 
processing machines. 


Precisely because it does operate on the unique principle of 
optical scanning, the EYE can read almost any imprinted digits, 
letters or symbols. Originals or carbon copies. Without special 
inks, special papers or special codes. 


Optical scanning offers the most flexible method for proc- 
essing data cards now available, because the Farrington Optical 
Scanner performs a function never before automated: that of 
first reading common data, then translating it into the un- 
common language of electronic processing machines. 


Farrington Optical Scanners are now automating data processing for companies like: 


A.T.2T. NATIONAL BISCUIT COMPANY THE READER’S DIGEST 


STANDARD OIL OF CALIFORNIA 


For further information, write the Farrington Manufacturing Company, Needham Heights 94, Mass. 
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Shown here: our #1202 armiess, 
tixed-back chair. Contoured 
mfort for greater work output. 


WORK magic with office space... 


Only Royal gives you such flexibility, such completeness, such comfort! 


Now! The makers of famous Royal chairs offer you greater possibilities than 
ever before in the modular concept of office furnishings: Easily arranged, 
easily re-arranged modular furniture components that model to your space, 
model to your work—imparting new and greater efficiency to any area; 
easily installed, easily re-installed, light, bright, Arnot Partition-ettes* — 
providing privacy as well as decor; plus Royal chairs, the chairs that help 
you think—in comfort! Picture your new or re-modeled Royal office— 
write for the brochure that shows you the galaxy of styles, sizes, and 
colors. Why procrastinate? Write today. ROYAL METAL MANUFACTURING 
CO., Dept. 5-D, One Park Ave., N. Y. 16, N. Y. In Canada—Galt, Ont. 


SHOWROOMS: New York, Chicago, Los Angeles, San Francisco, Seattie, Galt, Ontario « LICENSEES: France, England, Australia, Venezuela 
FACTORIES: Plainfield, Conn., Michigan City, Ind., Los Angeles, Calif.. Warren, Pa., Jamestown, N. Y., Galt and Smiths Falls, Ontario 
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HAVE YOU READ 
THIS NEW 


FREE 
BOOK? 


| "A NEW APPROACH TO 
OFFICE COPYING” 


16 Futt cotor 
PAGES PACKED 

WITH FACTS ON 
MODERN COPYING 

PROCEDURES 


MAIL THIS 
POSTAGE PAID 
CARD TODAY! 


FREE OFFER! 
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“A New Approach to Office Copying’ 


RUSH MY COPY of new Free Book, 
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Address. 


Individual 
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Apeco Bindak Plastic 
Binding Equipment 
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PECO the only 1-step instant 


copymaker that can 








Plugs in 
anywhere 





Styled by 
Charles E. Jones 

Completely Automatic “Once Through” Operation oe 
AUTO-STAT 





Gives You Perfect Black on White Copies of Everything in Half the Time 
Why settle for part-time copying methods when it’s so easy 
and fast to copy everything with an Apeco Uni-Matic Auto- charts, 
Stat. You just hand any paper to this amazing new copy- 
maker and it hands it right back along with a clear, sharp, 
black on white copy. It’s that easy—that fast to copy every- 


thing. Just “in and out’’ copies letters, invoices, receipts, 
blueprints, bids, reports, quotations, photographs, 
etc.—every paper, every color—one or both sides. Every 
business can use the Apeco Uni-Matic Auto-Stat, and it’s 
priced well within the budget of even the smallest firm. 


SEND FOR THIS NEW FREE BOOK! 


SHSSHSSSSSSSSSSSSSSSSESEHSHESESESSEHSHSESSSSSSSSESESESHSSESESESSEEESEEE 









16 full-color pages packed with illustrations and facts that point out the 
many Money and Time Saving applications and advantages of Apeco 
Uni-Matic Auto-Stat copying. 10 minutes of reading that can save you 
thousands of dollars annually for your business. a 

SINESS Machines % LAMINATORS 


wre OO Ceremony « 


Attached Air Mail Postage Paid Reply Card Will Rush Your Free Book To You 







a Ln, 





SS 





=, 
»~ iltare ti ii . , / _ ce, BINDERS 


APE AMERICAN PHOTOCOPY EQUIPMENT COMPANY 
ECO 2100 West Dempster Street * Evanston, Illinois 


*APECO. APECO AUTO-STAT and UNIMATIC are trade marks of American Photocopy Equipment Company Reg in U S. Pat. Off. 
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FOR THE 
ASKING 





- These booklets—promotional a d otherwi: 
contain ideas of possible profit to you. Each 





and otherwise— 


item listed will be sent to you. without cost. 





FOR FREE COPIES, USE READER SERVICE CARD OR WRITE DIRECT 


Available college graduates 


Firms interested in employing 
college graduates will want a copy 
of the new directory of available 
candidates published by Alpha 
Kappa Psi, national business fra- 
ternity. 

The listing includes graduates 
with majors in accounting, business 
administration, economics, finance, 
foreign trade, management, market- 
ing, sales and statistics. 

The selected list gives a thumb- 
nail history and photograph of each 
qualified graduate available for 
employment. 

A copy of this 1960 Directory of 
College Graduates can be secured by 
writing Alpha Kappa Psi, 111 East 38 
St., Indianapolis 5, or by circling num- 
ber 259 on the Reader Service Card. 


WwW 
Attention-getting bulletins 


Here is a 32-page catalog illustrat- 
ing 228 colorful flash bulletins that 
can be ordered from National Cre- 
ative Sales, Inc. 

Attention-getting headlines and 
_ cartoons cover almost every season, 

' situation or special event. They can 
be used for mailings to salesmen, 
dealers, customers, prospects or 
personnel. 

Quantity prices are also included 
in the catalog. 

For a free copy of this catalog, circle 


number 206 on the Reader Service 
Card. 


Lg 
Short cut to figuring 


Simple instructions on how to 
multiply and divide on a standard 
adding machine are explained in 
a booklet offered by Victor Adding 
Machine Co. 

The easy method: outlined re- 
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quires only a few minutes to grasp 
and can save hours of figure work, 
Victor says. Examples show how the 
method can be adapted to invoice 
discounts, payroll computations, 
percentage division and other math- 
ematical problems. 

Included with the free booklet is 
a four-place reciprocal chart to sim- 
plify division. 

For your copy of this aid to figuring, 


circle number 261 on the Reader Serv- 
ice Card. 


WwW 


New prize catalog 


Merchandise prizes pictured in 
the 1960 John Plain Prize Book will 
make salesmen want to work harder 
to obtain them. 

There are 1,418 items illustrated 
in color in this 72-page book. There 
are selections to appeal to every 
member of the family. Values range 
from a high of $3,350 for a mink coat 
down to $1.35 for a map measure. 

Details are also given on how the 
John Plain promotion allowance 
prize plan works. 


For a sample copy of this prize book, 
circle number 205 on the Reader Serv- 
ice Card. 


Ww 
Microfilming techniques 


How to make the most economi- 
cal and efficient use of microfilm is 
the subject of a new booklet by 
Charles Bruning Co., Inc. 

It emphasizes the importance of 
proper planning in achieving max- 
imum results from a microfilm sys- 
tem. 

The booklet details and_ illus- 
trates methods of photographing, 
filing and indexing methods. 

For your free copy of this booklet, 
circle number 263 on the Reader Serv- 
ice Card, 


bt 


How to finance small business 


A comprehensive book “Equity 
and Loan Capital for New and 
Expanding Small Business” is of- 
fered by W. E. Upjohn Institute 
for Employment Research. 

Authored by Harold T. Smith, 
this study reviews the accessibility 
of credit and capital facilities for 
the smaller firm. 

A single copy of this book will 
be supplied without charge. 

Write direct to the Institute at 709 
South Westnedge Ave., Kalamazoo, 
Mich., or circle number 257 on the 
Reader Service Card. 


» 


About computer services firms 


A bulletin by the Small Business 
Administration reviews how com- 
puter services organizations pro- 
vide the advantages of electronic | 
data-processing systems without 
any capital investment or the hir- 
ing of additional personnel. 

The piece also reviews the cost 
of such computer services. 

For a free copy of Management Aid 
No. 109, circle number 260 on the 
Reader Service Card or write to Small 
Business Administration, Washington 
25, D.C. 


W 


Time versus dollar savings 
“Labor Savings—Fact or Fancy?” 
is an authoritative discussion of | 
labor-time versus labor-dollar sav- 
ings by President Allen W. Rucker, 
Eddy-Rucker-Nickels Co. 

It explores three basic ways of | 
achieving a favorable ratio of pro- | 
duction value output per dollar of } 
compensation input. 

Interested executives may secure a 
free copy of this six-page booklet by 
circling number 262 on the Reader 
Service Card. | 
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ANNOUNCING... 
MAC Panel’s New 


Ball-D-Tent Wire 


WON'T PUSH OUT! 





MAC Panel’s new Ball-D-Tent control panel 
wires, ina full range of color-coded lengths, 
are now available for immediate shipment. 











Each wire tip is precision-made to 
Tied ieemelelelicpmeraele(lulcel mela toe fe live Macey 





your control panel. 


Order MAC Panel's new Ball-D-Tent 
wires today! 


Company 





General Offices: High Point, North Carolina 
West Coast Office and Warehouse: San Francisco, California 
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Most offices and plants today 
have vending machines .. . 
some, just a few for cigarettes, 
coffee and candy others, 
elaborate installations serving 
everything from cold sandwiches 
to whole hot meals. These handy 
machines provide new-found 
convenience, and oftentimes save 
the company thousands of dol- 
lars a year in time lost on coffee 
breaks, meal periods and 
snacking. 

Few companies, however, 
achieve maximum benefit from 
their vending machines for lack 
of one element . . . the proper 
change to put in the machines. 

True, perhaps 30% of today’s 
machines have built-in coin 
changers, but “built-ins” gen- 
erally do not provide adequate 
capacity. And lack of proper 
change means work interrup- 
tions, perhaps a special employee 
to make change, and most of all, 
valuable time lost while hunting 
for change. If, for example, you 
employ 500 people earning an 
average wage of $1.50 per hour, 
just 3 to 5 minutes a day per 
employee, lost hunting for 
change can be costing you 
$31,000 a year. 

Large capacity, separate coin 
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changers, on the other hand, lo- 
cated near vending installations, 
have been proved to eliminate 
this lost time, speed up use of the 
machines, and increase machine 
sales and profits. Separate coin 
changers, for example can reduce 
coffee break time up to 20%. 

Although excellent separate 
coin changers have been on the 
market for several years, man- 
agement has been somewhat 
hesitant to install them with their 
machines because of the capital 
investment required, without any 
direct visible return. A rapidly 
growing number of aggressive 
vending operators, however, are 
recognizing the many benefits 
they, and their clients, can gain 
from separate changers. 

And now, Standard Change- 


STANDARD CHANGE-MAKERS, 


422 EAST NEW YORK STREET, 


Makers, Inc., the world’s largest 
manufacturer of separate chang- 
ers, is making its machines avail- 
able on a financed or lease basis. 
Through Standard, it’s now pos- 
sible for you, or your vending 
operator, to install these con- 
venient companions to your 
vending machines for as little as 
$3 to $7 a month. 

Get the most from your vend- 
ing machines. Write Standard 
Change-Makers today for full 
information on their machines, 
finance and lease plans. Standard 
builds a complete line of single 
and multiple coin changers, 
manual and electric, all with 
built-in protection against all 
types of vandalism. Machines 
and their money content can be 
insured, too. Write today! 


INC. 


INDIANAPOLIS 2, INDIANA 
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DO YOU KNOW THE LAW ON 
Patent applications 


DOES DELAY FORFEIT THE INVENTOR’S PROTECTION? 


The question—If an inventor keeps his invention 
secret and uses it before applying for a patent, does 
he lose his right to protection against infringement of 
the patent by others? 


The answer—Yes. An inventor who delays filing his 
application for a patent in hopes of extending the 
time of his exclusive use beyond the. 17 years allowed 
by the law may forfeit his right to a patent. 


Case one—Patents relating to the weaving of fabric 
with puff portions in it were granted inventors in 
1955 and 1956. Invention of the process for this type 
of fabric occurred in 1947, between eight and nine 
years before the patent was issued. 

Suit brought by the patentees for the infringement 
of these patents came before the U. S. District Court 
in Georgia. As a defense, the alleged infringers con- 
tended that by the delay in applying for these patents 
and the private use of the invention, the patentees 
had forfeited their right to the protection of the 
patent law. 

In its decision denying the patentees protection 
against the infringement of their patent the court 
said: “Forfeiture may result where an inventor prac- 
tices his invention in secret and for profit and later, 
when his secret is in danger of becoming disclosed, 
seeks to increase his period of enjoyment of his 
monopoly by obtaining a patent.” 

Chicopee Mfg. Corp. vs. ga Fiber Mills Co., 165 
F. S. 307, Georgia, June 27, 1958. 


Case two—A rod mill, comprising a revolving drum 
within which metal balls or bars serve to pulverize 
various substances, was invented and built in 1938 
and was in that year first put to use. Three years and 
four months later an application for a patent on this 
mill was filed by the inventor. 

In a suit brought for the infringement of this patent, 
the owner of the patent was refused a recovery. 

In its decision, the Federal Court said: “The in- 
ventor’s right to a patent is conditioned upon refrain- 
ing from exploiting his discovery competitively after 
the invention is ready for patenting. That while the 
statute allows him a limited period [now one year] to 
give him time to prepare an application, if he goes 
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HOWE Mobil-Matic “12” folds 


a 


and rolls away in 3 seconds 


You, too, can make a conference room appear or 
disappear this quickly. All you need is this new 
HOWE folding table and a little floor space. 


Ever increasing costs and constantly changing needs have turned 
many efficiency-minded firms to multi-purpose space use. 

The new HOWE folding conference table, the Mobil-Matic 
“12,” was designed with this in mind. The Mobil-Matic “12” is 
functional in every detail. It seats 14 comfortably. The counter- 
balanced spring tension and synchronized action of its patented 
understructure make it easy and safe to open or fold in just 3 
seconds. Folded, the Mobil-Matic “12” is rolled away smoothly 
on 4” swivel casters. Because it measures just 14” folded, it 
stores against the wall, barely protrudes into the room. 

For all its functionalism, the HOWE Mobil-Matic “12” sacri- 
fices nothing in the good looks department. Its top and edge are 
marproof, patterned Formica. (For those who prefer, an ano- 
dized aluminum-edge model is also available.) 

To keep the unit bright and fresh-looking, the entire under- 
structure is plated with rustproof Cadmium. 


Custom Division 
HOWE FOLDING FURNITURE, INC. 
1 PARK AVENUE, NEW YORK 16, N.Y. 


Ro ee ee ee ee ee ae 


FREE! Just fill in and mail the handy coupon and 
you'll be sent illustrated literature free on the Mobil- 
Matic “12” and other HOWE folding tables. Act now. 
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BENTSON 


OFFICE FURNITURE 


UNDER, OVER, AROUND AND THROUGH- 


OUT Bentson is designed with you i 


n mind. 


Bentson gives you interchangeable drawers with 
silent nylon glides and roller bearings, adjust- 


able desk height, spring ejector referen 


ce trays 


and exterior color to suit your office decor. Look 


to Bentson for office furniture .. . the 1] 


eader in 


quality, performance and design for nearly 50 


years. 


Get a colorful cata- 
log from your Bent- 
son dealer, or write 
to — 





BENTSON MFG. CO. 


659 Highland Avenue e 
TWinoaks 7-9237 
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beyond that period of preparation, he forfeits his 
right regardless of how little the public may have 
learned of the invention. 

“We agree that it is the fiat of the Congress that it 
is part of the consideration for a patent that the public 
shall, as soon as possible, begin to enjoy its disclosure.” 

Then quoting from an earlier decision the court 
added, “The rights to secrecy and to patent monopoly 
are inconsistent and both cannot be asserted with re- 
spect to the same process or machine. This is a well 
recognized principle and is based upon the ground 
that an inventor may not extend his monopoly beyond 
the statutory period by keeping his invention secret.” 

Huszar vs. Cincinnati Chemical Works, 172 Fed. 2d 6, 
Ohio, February 3, 1949. 


Case three—Half a century ago, there was a famous 
case to which the courts have repeatedly referred as 
authority in determining controversies involving the 
effect of delays in the filing of patent applications. 

In the fall of 1903, a formula later described as a 
“secret invention for making illuminating glass” was 
discovered. For more than nine years products from 
this process and formula were marketed and sold in 
this country in large quantities as regular articles of 
trade and commerce. 

However, three years before this patent application 
was filed and seven years after this type of glass had 
been marketed by the inventor, an employee left that 
company taking with him these secret formulas, which 
he later disclosed to a competitor. 

Present provisions of the patent law relating to this 
feature are today substantially the same as at that 
time. The law provided, in part, “Any person who has 
invented or discovered any new and useful art, ma- 
chine, manufacture or composition of matter, not 
known or used by others in this country and not 
patented or described in any printed publication in 
this or any foreign country before his invention or 
discovery thereof, and not in public use or on sale for 
more than two years [now one year] prior to his ap- 
plication, unless the same is proved to have been 
abandoned, may obtain a patent therefor.” 

Denial of the validity of the patent, in this instance 
on the ground that the inventor had forfeited his right 
to such protection, was set out in the decision of the 
court. “The plain object of such a course was to ex- 
clude others from using the invention and to secure 
its benefits for themselves. 

“The adoption of this course signified, by necessary 
implication, a belief that the nature of the invention 
would enable them in this way to protect it for a sub- 
stantial period of time, if not for a longer period of 
time than could be secured under the patent laws. The 
result shows that their belief was justified for a period 
of nearly 10 years. 

“This, however, inevitably concedes an intent either 
to abandon the right to secure protection under the 
patent laws or to retain such right and if necessity 
should arise, then to obtain through the patent a 
practical extension of any previous exclusive use se- 
cured through secrecy into a total period beyond the 
express limitation fixed by those laws.” 

Macbeth-Evans Glass Co. vs. General Electric Co., 246 
Fed. 695, Pennsylvania, November 6, 1917. 
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The revolution in dictation starts with Stenorette 


“SS 
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Fully Transistorized Stenorette-T with either dictating or transcribing accessories— 199° 


Now-an electronic eraser under your thumb 


Full microphone control on this Stenorette makes your dictation faster, error-free! 


End costly, time-consuming dictation! 


Just one button on your Stenorette 
microphone lets you dictate, backspace, 
review. And, if you say it wrong, erase as 
you say it again right! No embarrassing 
mistakes. No frantic fingering. 


Magnetic tape does it. Stenorette— 
fully transistorized for instant operation— 
is the only machine to use clear, easily- 
corrected, re-usable tape properly. Your 
dictation is error-free—the easiest, fastest 
you’ve ever known. 


Your secretary transcribes faster too. 
Because she doesn’t have to pre-listen for 
errors, she types it right the first time. 


Automatic Voice Control gives her uniform 
playback at all times. No wonder she’s 
happy to say goodbye to outdated discs, 
cylinders and belts! 


No other machine compares in cost, 
quality or features. Just imagine what your 
company can save with Stenorette tape 
alone! And a Stenorette system—coordi- 
nated for dictating and transcribing with 
desk-models in your office, portables in the 
field—costs about half that of othersystems. 


Ask for a revealing 15-minute demon- 
stration in your own Office . . . to learn all 
the amazing facts about the revolution in 
dictation that starts with a Stenorette. 


bell Stenorette’ 


—more DeJur-Grundig Stenorettes are sold in the United States than all other magnetic dictating machines combined. 
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Stenorette® 


COMPANION. 


Fully transistorized, 

portable, powered by 

lifelong rechargeable 

battery. 45 min. reel. 

Compatible with desk- $ 50 
model Stenorette. Only er 


DeJUR-AMSCO Corporation, Business Equipment Div. 
Northern Bivd. at 45th St., Long Island City 1, N. Y. 


Send booklet describing the revolution in dictation [[] 
Have your representative call for a demonstration [J 
i Tt 3) 
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Edwin C. Evans, Vice President and General Manager of Behr-Manning Co. 


Behr-Manning’s Philip Doherty (left) meets with members of his group at the Datafile. 
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Our Burroughs computer processes our 
customer order data in 1/50 the time... 
and provides our management with up- 
to-the-minute statistical reports for the 
control and planning of our business? 


EDWIN C. EVANS 


Vice President and General Manager 
Behr-Manning Co. 
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Nearly 40,000 different products are man- 
ufactured by Behr-Manning Co., of Troy, 
New York, a division of Norton Company. 
These products have use in almost every 
manufacturing process...from the mak- 
ing of cars to the shelling of peanuts. The 
products are of three main types: coated 
abrasives, pressure sensitive tapes and 
floor maintenance products. Behr- 
Manning, with its parent company, the 
Norton Company, is the largest abrasives 
enterprise in the world, and Behr-Man- 
ning’s cellophane and other pressure sen- 
sitive tapes, sold under the “Bear” Brand 
are quality leaders in their field. 

Behr-Manning’s vast selection of prod- 
ucts are stocked and shipped from the 
factory warehouse and from 16 branch 
warehouses across the country. Their 
products are purchased by countless dif- 
ferent types of customers through every 
major channel of distribution. 

The company, which began as a sand- 
paper business in 1872, now has 3,000 
employees. As Behr-Manning’s line of 
products and list of customers grew, their 
record keeping and accounting proced- 
ures also became extremely complex. In 
November, 1958, they installed a Bur- 
roughs 205 electronic data processing 
system to solve their paperwork problems. 

Behr-Manning’s decision to purchase 
a Burroughs 205 was preceded by con- 
siderable investigation. Vice President 


Burroughs Corporation 
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and General Manager, Edwin C. Evans, 
states, “We first organized a 6-man study 
team. The group’s job was to determine 
whether or not a data processing pro- 
gram would help us, and if so, to recom- 
mend which data processing system 
would help us most. When we decided 
to enter electronic data processing, the 
group prepared a detailed description of 
our particular requirements. We settled 
on Burroughs equipment because the 205 
best satisfied our specific needs. Further- 
more, the high capacity, low-cost random 
access Datafiles were especially suited to 
our application” 

The computer soon took over a num- 
ber of complex clerical functions... in 
actuality, 19 different computational as- 
signments, from factory payroll to bud- 
get reporting. The computer’s capacity 
enabled it to do all of this work in only 
10 hours per week. 

Despite the magnitude of these jobs, 
this was not the chief reason for acquir- 
ing the 205. Behr-Manning’s most im- 
portant need is a process called “order 
entry,’ which literally automates the en- 
tire sales-inventory-billing-report cycle. 

The source of all Behr-Manning opera- 
tions is the customer order, which is also 
a source of a mass of paper work. It 
must be edited, analyzed and repro- 
duced prior to completion of processing. 

“All order entry, from every branch, 

can be done by our 205;’ states Philip 
Doherty, Behr-Manning’s Manager of 
Operations Analysis and Planning. “We 
process thousands of orders a day. An 
original order is picked up just once at a 
receiving location and all the work is 
done automatically in the system. An 
order coming in from a branch office is 
transmitted in minutes to headquarters 
by private wire, quantity and item data 
are automatically fed to the computer, 
and return wire messages make stock 
status and shipping information instantly 
available to the branch office’ 

In addition to processing the order, 
the 205’s magnetic tape Datafiles, each 
having a capacity of 20,000,000 digits of 
information, hold many thousands of dif- 
ferent customer and product records. 
When an order is entered in the 205, the 
computer locates the appropriate cus- 
tomer and product records, then issues 





either a production order or shipping in- 
struction. It also automatically prices the 
order and issues the invoice. Upon com- 
pletion of a customer order, the computer 
automatically issues factory orders to re- 
plenish the stock level of the factory or 
branch warehouse. 

The statistics accumulated by the 205 
are then prepared in numerous different 
reports which are distributed either daily, 
weekly, monthly or quarterly in a di- 
gested form for Behr-Manning manage- 
ment. The reports include information on 
sales, finance and production. Previous 
to the 205 these statistical analyses re- 
quired as long as three weeks to prepare. 
Now, even the most involved report can 
be issued in 48 hours, and if information 
is needed more quickly, it can beobtained 
by inquiring through the computer con- 
sole. In such cases, specific replies are 
typed automatically by the printer. 

“These up-to-the-minute reports,’ says 
Behr-Manning’s President, Elmer C. 
Schacht, “are invaluable to us in the plan- 
ning and control of our business, The in- 
formation obtained from one waste 
report alone should save us thousands of 
dollars a year. In addition to improving 
the speed and accuracy of our own op- 
eration, installation of the 205. benefits 
our customers with the fastest possible 
service.’ 

Behr-Manning originally leased their 
205 computer, but after about nine 
months of use, they decided to purchase 
it. Vice President Edwin C. Evans points 
out, “By June, 1959, it was obvious that 
our 205 would accommodate all of our 
‘order entry’ procedures plus many of our 
other data processing needs. So at that 
time we purchased the 205 outright. The 
equipment had proved itself and it made 
economical good sense to own it rather 
than rent it?’ 

Like the people of Behr-Manning, 
hundreds of other industrial and business 
users are confirming the same experience. 
Burroughs complete line of electronic 
data processing equipment is backed by 
a coast-to-coast team of computer special- 
ists, all eager to tell you how Burroughs 
can help in your business. For additional 
information, write General Manager, 
Data Processing Systems Group, Detroit, 
Michigan. 


“NEW DIMENSIONS/in electronics and data processing systems” 
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That's the record that the Ozalid OZAMATIC® has racked up with the MILWAUKEE ROAD. Here's what 
they have done: Using teletype equipment ror distribution of essential information, the MILWAUKEE ROAD 
employs a complete Ozalid system to cut costs and time while improving efficiency. Their teletype 
machines are equipped with trans/ucent paper, and use black record typewriter ribbons. Duplicates 
or multiple-copy communications are reproduced in seconds on the OZAMATIC and distributed to 
proper channels. Work that once took hours now takes minutes. And with the Ozalid system, copies cost 
less than 6/10 ot a cent each. The entire operation began two and one-half years ago, and was the start of 
an extensive communication network, involving the use of OZAMATIC units in the major communications 
offices. The original Ozalid equipment has been in constant use night and day for 218,465 hours with- 
out a single major servicing. But this is just one of the many applications where Ozalid equipment 
and systems improve efficiency while cutting costs. Why not ca// your local Ozalid representative for a 
demonstration or write: Ozalid, Johnson City, New York. Oza/id, 
A Division of General Aniline and Film Corp., Johnson City, N. Y. 


(Circle number 129 for more information) 
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ADVERTISEMENT 





IS IT WORTH $600 


for your salesmen to know, in advance WHERE and WHEN 


new schools are going to be built? 


Co Here is an amazing new service which you can 
try for 30 days, without charge or obligation. 


It will provide you with an individual report about each new school structure 
in the United States, and will tell you 


1. Which school districts are planning a new school, or (if you prefer) 
2. Which school districts have a new school under construction 


That’s not all! These reports will tell you what type of school is involved, its 
capacity, its cost, what kind of special-purpose areas it will have, the name of 
the architect if selected, and the expected date on which construction will 
begin or the new school will be completed. 


This accurate and detailed information is also available in recap form, or in 
projections, on a district-by-district, county-by-county, and state-by-state basis 
for the entire United States. In other words, you can supply your sales organi- 
zation with fresh leads and, at the same time, have summarized and tabulated 
figures for sales management control and forecasting. 


To get maximum advantage of the free trial period mentioned above, send for 
a rate sheet or contact any of our sales offices listed below. 


SCHOOL CONSTRUCTION 


SERVICES -— a division of SCHOOL MANAGEMENT MAGAZINES INC., 22 W. Putnam Ave., Greenwich, Conn. 


Sales Offices: New York—141 East 44th Street; Chicago—612 N. Michigan Ave.; Cleveland—55 Public Square; 
San Francisco—The Robert W. Walker Co., 57 Post St.; Los Angeles—The Robert W. Walker Co., 730 South Western Ave. 





APRIL 1960 27 
















oyal McBee 


cuts office automation down to size 
at Cadillac Gage, 


Cadillac Gage gets tight production and labor control...reduces 
clerical costs by 80% with easy-to-use Automatic Keysort 


NEED: fast, accurate management reports for control- 
ling production of ultra-precision units—and a 226- 
man work force. 


Company: Cadillac Gage, leading manufacturer of 
electric-hydraulic servo valve assemblies for missiles 
and aircraft. 


SoLuTIon: the easy-to-use, low-cost machines and 
punched cards of Automatic Keysort Data Processing. 


MEtuHop: Keysort punched cards, mechanically code- 
notched with required information for rapid sorting, 
are created as original documents for 1) material 
planning, 2) job-routing and 3) labor distribution. 
Upon completion of each job, the accounting de- 
partment automatically processes the collected in- 
formation with the Keysort Tabulating Punch—in- 
ternally coding the cards with actual and estimated 







OR: 





time of job. This unique machine then automatically 
produces a tabulation of variance in work time by 
work center and order number. 


Resutt: with the comprehensive, on-time reports 
made possible by Automatic Keysort, Cadillac Gage 
is now able to pinpoint any job in the plant . . . can 
determine the cost of labor and the total time spent 
on each job by department and individual clock num- 
ber. Knowing where they stand, management can act 
at once to correct a profit-losing situation. Best of all, 
it’s done without specialized personnel. Without re- 
strictive procedures. And at remarkably low cost. 


For a detailed report on Automatic Keysort Data 
Processing at Cadillac Gage, call your nearby Royal 
McBee Data Processing Representative, or write 
Royal McBee Corporation, Data Processing Division, 
Port Chester, New York for Case History 977. 


ROYAL MCBEE .. data processing division 


NEW CONCEPTS 


IN PRACTICAL OFFICE AUTOMATION 


(Circle number 152 for more information) 
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ELECTRIC MOTORS 1/250 TO 6OHP 


POWER PLANTS UP TO 5000 waTTs 


TRANSFORMERS ¢ REACTORS © SWITCHES 





eee CONNECTORS + CAPACITORS + RHEOSTATS 


4937 MANUFACTURING BLVD * TELEPHONE BALDWIN 42676 * CENTRAL CITY 62. OHIO 
TERMS-NET 30 DAYS 
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Continuous Forms to enhance wt 
your corporate image! i aime 
Now available from Reynolds & Reynolds, continuous forms to match your T a 
family of flat forms in colorful design and beauty . . . enhance your corporate “ E 
image . . . work as an advertising and selling tool to favorably represent your 2 
company and its products . . . in addition to cutting paper work. : j 
Your experienced Reynolds & Reynolds representative will be happy to i 3 
review your present continuous forms and submit new designs. If you wish, he libesosttenattel 
will also introduce Reynolds & Reynolds famous line of flat forms—Unistyle reeeHY 
stationery and Uniset forms—so that you can obtain your complete, matching ———__/ 


line of business forms from one source! There’s no obligation for this service. 


Write to The Reynolds & Reynolds Company, 
Dayton 1, Ohio, for this 

free booklet “10 Ways To Make Your 
Business Forms Pay Dividends” 





oa _— ov ee eae 


ww 


The Reynolds & Reynolds Company - 


DAYTON, OHIO e CELINA, OHIO e DALLAS, TEXAS e LOS ANGELES, CALIFORNIA 


BUSINESS FORMS AND SYSTEMS SINCE 1866 
Also manufacturers of Post-Rite Pegboard Accounting Systems 


(Circle number 181 for more information) 
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JOSEPH J. GREIPP, TREAS- 


URER of Fels & Company. 
Bs. Xv 


A NATIONAL SYSTEM is 












5 ee 


HOME OFFICE OF 
Fels & Company. 








FELS PRODUCTS are 
well-known by house- 
wives throughout 
the United States. 


fast, accurate, efficient. 


“Our Walional System 


saves us 7,800 


a year... 


returns 112% annually on investment!”’ 


—Fels & Company, Philadelphia, Pa. 


“Our National System has served us 
well through savings—money sav- 
ings; time savings,” writes Joseph 
J. Greipp, Treasurer of Fels & Com- 
pany, manufacturers of soap prod- 
ucts since 1846. 

“Let me give you an example. 
Under our old method, monthly 
statements took at least twelve days 
to complete. Today, our National 
System provides us with this infor- 
mation within five days. Half the 
time it used to take us. Besides, we 
now have the confidence that these 
figures are correct. Our National 


System totalizes all data automati- 
cally, thereby eliminating mental 
computation errors. 

“Moneywise, our National Sys- 
tem has also given us remarkable 
savings. It’s no wonder we recom- 
mend them so heartily, because our 
National System saves us $7,800 a 
year...returns 112% annually on 
investment.” 


ep 


Treasurer of Fels & Company 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES © 76 YEARS OF HELPING BUSINESS SAVE MONEY 
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(Circle number 146 for more information) 


Your business, too, can benefit from the 
many time- and money-saving features 
of a National System. Nationals pay 
for themselves quickly through savings, 
then continue to return a regular yearly 
profit. National’s world-wide service 
organization will protect this profit. 
Ask tae ang ee Mainte- 
nance Plan. (See the yellow 

pages of your phone book.) Fa 
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Clip out and route to: 














Workshop for Management 


PRACTICAL IDEAS YOU CAN USE RIGHT NOW! 


PROFIT MAKERS 





ASK EMPLOYEES T0 
RATE THEIR SUPERVISORS 


@ HERE'S AN EFFECTIVE WAY that 
helps a supervisor gain an objective 
view of his strengths and weak- 
nesses. The unique plan, called 
“Rate Your Supervisor,” is part of a 
supervisory development program 
benefitting both supervisors and 
subordinates at Esso Research & 
Engineering Co., Linden, N. J. 

Under the scheme, workers are 
periodically invited to evaluate their 
bosses on personal traits and work 
methods. Compliance is voluntary 
and anonymity is closely guarded. 

Easy-to-fill-out checklists are giv- 
en each rater. These definitive, cod- 
ed evaluations are tallied by the 
Employee Relations Department. 
The rating results are revealed only 
to the supervisor himself. 

Since the “Rate Your Supervisor” 
plan has been in effect, P. W. Mal- 
oney, program administrator, says 
there has been a marked improve- 
ment in both morale and productiv- 
ity at this Esso plant. 

A survey of raters and ratees 
shows 25% of the subordinates no- 
ticed significant improvements in 
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supervisors’ attitudes and tech- 
niques. Some 88% of the supervisors 
said they had attempted to upgrade 
their methods in line with rating 
results. 


If you'd like a copy of the super- 
visory evaluation forms used by Es- 
so Research & Engineering Co., cir- 
cle number 224 on the Readers Serv- 
ice Card. 


WATCH OUT 
FOR THE WEATHER 


@ WHATEVER YOUR TYPE BUSINESS, 
the weather—whether it’s good or 
bad—can affect your operations 
and profits. 

Some are fairly obvious results. 
Cold weather boosts sales of cold 
cures and electric blankets. A 
freeze can halt construction. A 
snow storm can snarl deliveries and 
shipments. 

But there are many other less 
obvious weather effects to watch 
out for. An unexpected heat wave, 
for example, can play havoc with 
production schedules. If youre 
picking a plant site, as another 
case in point, which way will the 
prevailing winds blow objection- 
able fumes and smoke? 

To help business and industry 
keep a short and long range eye 
peeled on the vagaries of weather, 
meteorologists, such as those at the 
Georgia Division of Lockheed, are 
predicting with uncanny accuracy 
atmospheric variables that affect 
anything from the trajectory of a 
missile at 80,000 feet to what store 
buyers should stock in a given 
period. Working with the latest in 
electronic analysis, these experi- 
enced “G-men of the atmosphere” 


relate weather data to your spe- 
cific problems, products and pro- 
motions. 
If you prefer to watch the 
weather on a do-it-yourself basis, 
here are four things you can do to 
get an edge over the weather: 
® Check daily weather news and 
maps and learn to interpret them. 
® Relate your plans, promotions 
and schedules to the weather fore- 
casts. 
™ Record and analyze your suc- 
cesses and failures in relation to 
prevailing weather as a guide to 
the future. 
® Appoint someone in your organi- 
zation to watch out for the weather. 


Se A A A MM 


USE THESE QUESTIONS 
IN APPRAISAL INTERVIEWS 


@ WHENEVER YOU SEEK to evaluate 
employees, there are two basic 
questions to use frequently: How 
do you feel about it, and what do 
you think we ought to do about it? 

Here are 20 other questions, 
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End high telephone bills! 





... Speeds inside calls... 
PAYS FOR ITSELF! 


Save costly telephone rentals, 
streamline business routines... use 
Direct-A-Call for inside calls, free 
your regular telephone for outside 
calls. Two-to-seven station systems 
with voice paging and talk-back 
speaker option; highest telephone 
quality; backed by world-famous 
‘ ITT-Kellogg research. 





COMPARE THESE COSTS! 

e Monthly rental for regular 5-button 
telephone, $10.45 or more* (and the 
: rental never stops). In 19 months you 
a . pay $198.55. 

" : — ; e The total cost of a 5-station Direct- 
A-Call system is $195 (plus modest 
installation charges). 





















Whether you need a sim- 
ple 5-phone Direct-A- 
Call, or a complete 500- 
phone installation with 
private automatic 
switchboard, Kellogg 
can provide the counsel 
and equipment that will 
save precious dollars. 


*average monthly cost 
for typical area 


Fill in the coupon below 
for complete information. 



































Kellogg Switchboard and Supply Company, 
Commercial Products Dept. 
6600 South Cicero Ave., Chicago 38, Ill. 


KELLOGG 


CHICAGO, ILLINOIS TT 
O Please send me complete details on Direct-A-Call. 


0 I am interested in larger systems. Have your representa- 
tive call to analyze my office intercommunications needs. 


0 I would like a demonstration of Direct-A-Call in my office. 





Name Title 





Company 





Address 





(Circle number 179 for more information) 
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copyrighted by Director Robert 
Hoppock, Institute of Occupa- 
tional Research, New York Univer- 
sity, that will help in your ap- 
praisal of individuals: 

1, As you see things around here, 
what do you think we do well? 

2. Is there any way in which you 
think we could do a better job? 

3. What problems do you think we 
have? 

4. What do you think we ought to 
do about them? 

5. What are all the things you have 
to do on your job? 


QD _ Sow eIg-we 
( ~O)¢ Use your | 9 
CW e7 abilities s 






\e~ 3 


6. Which of these take the most of 
your time? 

7. Which seem to you to be the most 
important? 

8. Does any of your work take more 
time than you think it should? 

9. In what parts of your job do you 
feel that you are getting the best 
results? 

10. What parts of your job are giv- 
ing you the most trouble? 

11. What do you regard as your 
greatest success, on or off the job? 
12. Which of your abilities do you 
think contributed most to your 
success? 

13. What kind of satisfactions did 
you get from this experience? 

14. What were some of your other 
successes? Repeat questions 12 and 
13. 

15. Do you see any way in which 
we could make better use of your 
abilities here on the job? 

16. Is there any way in which you 
think we could make your work 
more satisfying to you? 

17. Where do you hope to be ten 
years from now? 

18. Have you been doing anything 
in the way of self-development? 
19. Have you any plans for your 
own future development? 

20. Do you need any help? 
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GOODWILL CREATORS 


CHECK YOUR 
GOOD NEIGHBOR POLICY 


m@ Is YOUR COMPANY GUILTY of any 
practices or policies that offend your 
community? Use this checklist to 
see how you stack up as a good 
neighbor. 

[] Do you ignore any of the local 
traditions, customs and holidays? 

[] Do you make moves that will 
depress local economy or property 
values without first making plans to 
alleviate or cushion the shock? 

[] Have you adjusted your wage 
scales and labor policies to conform 
with the rest of the local industry? 

[] Do you appropriate the credit 
for community activities when others 
have contributed importantly? 

[] Do you pay salaries and local 
bills with checks drawn on out-of- 
town banks? 

(] Do you purchase supplies from 
out-of-town firms that can be bought 
just as advantageously from local 
sources? 





[] Do you hire townspeople wher- 
ever possible? 
[} Do you promote from within 
whenever possible? 
[] Do you allow incoming or out- 
going shipments to block sidewalks 
or streets? 
[] Do you let workers appropriate 
curb space at entrances to your busi- 
ness for their own cars? 
[} Do you schedule all possible de- 
liveries in congested areas for non- 
peak traffic hours? 

|} Do you take measures against 
excessive noise—especially at night, 
Sundays and holidays? 

Do you promote courteous and 
safe driving of all company cars and 
trucks? 

Do you keep your entire prem- 
ises neat, clean, up-to-date and in- 
viting? 

[j Do you capitalize on large trees 
and landmarks by building around 
them rather than destroying them? 

(Continued on page 34) 
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Get a Whirly-Bird’s Eye View of 


Jacksonville 
with Captain Mac 





Looking for a Southeastern plant or office location? Ask 
Captain Mac to arrange for a ’copter tour of Jacksonville 
and vicinity to view industrial growth and spot possible sites. 


You’ll see new government buildings, new hotels, New office 
buildings...a $100 million Expressway project...new 
bridges ...new industrial growth of every description. 


Coupled with these are Jacksonville’s deep-water port... 
a strategic location for serving not only Florida but the 
whole Southeast and Latin America... ample manpower... 
plus wonderful Florida living! 


Jacksonville’s Got It...ask Captain Mac. Write for fact- 
filled survey kit on our Port, Taxes, Transportation, Market, 
Labor, Government, and Utilities; or wire or phone collect 
ELgin 3-6161. 


arn diac Siam enh) SEARO ss oidlyincnine be 6 6 


Capt. B. C. McCaffree, 

Executive Director, Committee of 100, 
Jacksonville Area Chamber of Commerce, 
604-M Hogan Street, 

Jacksonville 2, Fla. 


Dear Captain Mac: Please send the facts about 


JA Cc K S ONVILL E modern-day Jacksonville! 


Name 





Title 





Bus. Address 











City Zone State si 
THE COMMITTEE OF ELECTRIC AND WATER UTILITIES 
ONE HUNDRED CITY OF JACKSONVILLE, FLORIDA 


More about Jacksonville on pages 35, 37, and 39 


(Circle number 137 for more information) 
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ELAPSED 
TIME 


automatically computed and printed 
on any job or tab card 


If manual computation of elapsed time is time-consuming 
and error-producing, the automatic, foolproof Calculagraph 
can eliminate this weak link in your cost system, The time- 
tested Calculagraph, now available to industrial users, will 
do the job for you accurately, regardless of the card system 
you now use — it’s that flexible. Write to us now and enclose 
samples of your job tickets. 


Systems Dealers: Investigate opportunities in Selected Territories 
INDUSTRIAL DIVISION 


CALCULAGRAP: 1H Company 309 Sussex Street, Harrison, N. J. 


(Circle number 173 for more information) 
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[] Do your stacks or vents discharge 
fumes or odors in residential areas? 
] Do you post unfriendly, negative 
signs like “Keep Off the Grass,” 
rather than “Help Keep Our Lawn 
Green”? 

(_} Do you encourage staff support 
of community projects? 

This material is adapted from 
Public Relations in the Local Com- 
munity by Louis B. Lundberg, pub- 
lished by Harper & Brothers. 


COST CUTTERS 


WEIGH ALL THE FACTORS 
IN PLANT SITE SELECTION 


@ SOMETIMES A COMPANY overlooks 
the obvious in choosing a specific 
site for plant location. 

To avoid costly penalties from 
choosing unwisely, check all the 
factors — hidden and apparent — 
when you plan to relocate or ex- 
pand. | 

Your actual search for a site] 
should be preceded by preparation 
of a definitive listing of all your 
requirements. 

Once you've defined exactly what 
youre after, certain areas will be 
indicated as logical places to in- 
vestigate. 

At this point, there are a wealth 
of plant location services available 
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to industry without cost or obli- 
gation. 

For broad geographical areas, 
comprehensive service on site an+ 
alysis is given by utility companies) 
such as Niagara Mohawk Powel 
Corp., encompassing 22,000 squarg 
miles of Upstate New York. Staté 
governments, railroads and indus} 
trial development groups also offei 
site selection services. 

When your selection is narrowed 
to specific communities, local gov! 
ernments, chambers of commercé 
and development corporations offel 
site selection assistance. 

Before making a final decision) 
review total findings of each spo 
against your over-all requirements) 
Weigh benefits against inherent dis) 
advantages. H 

Relative importance of factors | 
features vary, of course, from indug 
try to industry. Niagara Mohawy 
suggests this checklist for managé 
ment’s appraisal of variables in sf 
selection: Z 





MANAGEMENT METH 


Jarly aj 
cooper 
Freigh 


Pro 


Delta ¢ 
addition 
flight, i 
Serve A 
Charlot 
New Ye 
Philadel 





L 


GENERAL ¢ 


(Circle n 
APRIL 196 





“Chicago Tribune 
readers in Miami 


read it while 
it’s hot 


thanks to 
DELTA AIR FREIGHT” 


Daily editions of the Chicago Tribune are 
rushed to readers in Miami in a matter of 
hours by Delta Air Freight, so the news 
is fresh and lively. 


SNM SA AEE Na 


“‘There’s nothing as perishable as news,” 
says A. R. Platt, Transportation Mana- 
ger. “Delta has proved to be our most 
effective means of getting the news, while 
i it’s hot, into the hands and minds of our 
J readers in the Miami area. We particu- 
| larly appreciate the alert, informed, and 
cooperative attitude of the Delta Air 
Freight personnel,” 


| Profit from Delta's 
BIG PLUS 








| Delta operates all-cargo flights and in 
addition carries freight on every passenger 
el flight, including Jets. All-cargo flights 

serve Atlanta + Chicago + Cincinnati 
0 Charlotte + Dallas + Houston + Miami 


ol New York + New Orleans + Orlando 
Philadelphia + Tampa - Memphis 
$ 
is 
a 
tt 
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GENERAL OFFICES: ATLANTA AIRPORT, ATLANTA, GA, 
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Market proximity 

Raw material availability 
Labor potential 

Wage and labor patterns 
Utility and water supplies 

Air, rail and harbor facilities 
Current and future taxes 
Zoning and other restrictions 
Financial facilities 

Mail, parcel post and express 
Community attitudes and 
abilities 

Housing and _ livability 
Schools, churches, recreation 
Cost of living 

Neighboring industries 

Size of available sites 
Available buildings 

Expansion potential 

Land and building costs 
Sewage disposal facilities 

Fire and police protection 
Communications 

Climate and terrain 

Size of community 

Careful review and weighting of 
each of these factors will help guide 
you to an appropriate and profit- 
able plant site. 
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PROTECT YOUR IMPORTANT 
OFTEN HANDLED PAPERS 


@ IN EVERY FIRM there are endless 
papers that must serve a_ long, 
legible life. 

To avoid errors and cost of re- 
placing such vital or frequently 
used documents, you can protect 
them with a plastic lamination. This 
can be simply and quickly accom- 
plished right in your own office or 
plant with a compact machine de- 
vised for this purpose. 

Such a unit fuses a pliable film 
to one or both sides of a paper in 
a matter of seconds for just a few 
cents a copy. 

For instance, at Ebco Manufac- 
turing Co., Columbus, Ohio, many 
uses are found for its Apeco lamina- 
tor made by American Photocopy 
Equipment Co. 

In the plant, lamination protects 
blueprints, schedules and _ other 
shop papers from grease, dirt and 
tears. 

In the Ebco office, the plastic 
coating is a safeguard for legal 
documents such as contracts, leases 
and licensing agreements. 

Although tamperproof, a lami- 
nated surface may be written upon 











HOME OF 
LEADERS 


JACKSONVILLE’S 
GOT ’EM! 








* Much of Jacksonville’s present ex- 
pansion results from the many same 
advantages Prudential saw when it 
located its South Central Home 
Office here. Jacksonville, now known 
as the “Insurance Center of the 
South,” is fast becoming the com- 
munications center of the Southeast. 


* One of the newest giants on Jack- 
sonville’s fabulous, modern river- 
front is the Atlantic Coast Line 
Building. ACL’s headquarters’ move 
here shows how it and other new- 
comers rate Jacksonville as a trans- 
portation center. 





JACKSONVILLE’S GOT IT! 


. ask Captain Mac. Write for fact- 
filled survey kit on Port, Taxes, 
Transportation, Market, Water, 

te: Labor, Government, and 
Utilities; or wire or phone 
collect ELgin 3-6161. 





Capt. B. C. McCaffree, 

Executive Director, Committee of 100, 
Jacksonville Area Chamber of Commerce, 
604-M Hogan Street, Jacksonville 2, Florida 
Dear Captain Mac: Please send the facts about 
modern-day Jacksonville! 


Name 





Title 





Bus. Address 





City Zone —. State 


a 


More about Jacksonville on pages 33, 37, and 39 
(Circle number 137 for more information) 
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Committee of One Hundred 
Electric and Water Utilities 
City of Jacksonville, Florida 
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HOW FAST SHOULD A COPIER BE? 





Not too impatient to do the job right—not so fast it leaves quality and detail be- 
hind. There’s nothing impetuous about the new A. B. Dick Model 101. It’s a true 
PHOTOcopier. The prints it makes are detailed and definite, jet black on bone 


white. You can hardly match it at twice the price, much less... $ O O 5O 


Price shown is manufacturer's suggested 
retail price, subject to change without 
notice. Other models also available. 
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A-B-DICK 


DUPLICATING PRODUCTS 





® 
write for facts: 
A. B. DICK COMPANY :« 5700 Ww. TOUHY AVE., DEPT. MM-40,CHICAGO 48, ILLINOIS 
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time 


your most valuable 







raw material ; 







save it with 
the fully automatic... 


. 


time recorder 


On the job in your organization, 
the Lathem 8800 Time Recorder 
can minimize the tardiness that can 
cost you hundreds of dollars an- 
nually ... eliminate disputes since 
every man is his own timekeeper 

. and provide accurate records. 


Accurately, time is registered the 
instant the time card is inserted... 
in two colors and correctly posi- 
tioned, with IN and OUT separated 
in two columns. Impossible to over- 
print. Yet this completely automatic 
8800 Time Recorder is priced with- 
in the range of typewriters. 

Send today for full details. 











' 
; LATHEM TIME RECORDER CO. ; 
t 98 Third Street, N.W., Atlanta, Ga. 
F 
1 GENTLEMEN: ; 
' Ree 
i Without obligation, please send me full 1 
1 information, including prices, about 
: the completely automatic 8800 Time 
i: Recorder, ! 
; i 
1 NAME , 
' , i 
1 COMPANY t 
; STREET i 
! City ZoNE___STATE__. : 
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with a grease pencil. This feature 
is especially useful in marking 
routes for the pilots of Ebco air- 
planes. 

The versatile machine is also used 
to beautify and preserve sales mate- 
rial, photographs, clippings, price 
sheets and a host of other important 
or often used papers. 

Employee identification cards 
and gate passes have a long life 
when laminated, thus cutting down 
on replacement costs. 

Safety posters and bulletin board 
notices gain added clarity and at- 
traction when encased in plastic 
film. 

This year, in celebrating its half 
century mark, Public Relations 
Director A. L. Hancock says Ebco 
will find further uses for its com- 
pact, desk top laminator. 
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ALLOT ENOUGH ROOM 
FOR EACH WORKER 


= FoR MAXIMUM MORALE and effi- 
ciency, office layout specialists agree 
that a specific minimum of square 
footage should be allocated to each 
employee depending on his status 
and the type of job he performs. 

Here is the range of space require- 
ments recommended by Remington 
Rand for optimum comfort and pro- 
ductivity in various offices, work 
stations and aisles: 


Private offices Square feet 


President 300-400 
Vice president 200-300 
Other executives 110-160 
Supervisors 90-110 
Specialists 72-100 
Sectional offices 

Executives 240-310 
Junior executives 160-240 
Supervisors 90-130 
Clerical 45-60 
General offices 

60-inch desk 60 
50-inch desk 50 
40-inch desk 40 
Aisle widths Feet 
Main corridors 6-8 
Main aisles 5 
Intermediate aisles 4 
Secondary aisles 3 


Arrangement of office furniture 





GOOD 
LIVING 


JACKSONVILLE’S 
GOT IT! 










¢ For business and industry Jack- 
sonville has lots of things—water, 
transportation, a favorable tax cli- 
mate—to name a few. It’s also a 
land of good living all year long— 
another big reason companies flock 
to Jacksonville. 


¢ From the Beaches to the Gator 
Bowl game, there are all the sports, 
recreational and educational facili- 
ties anyone could desire. This good 
living is, of course, reflected in the 
calibre of Jacksonville’s superior 
labor pool. 





...ask Captain Mac. Write for fact- 
filled survey kit on Port, Taxes, 
Transportation, Market, Water, 
Labor, Government, and 
Utilities; or wire or phone 
collect ELgin 3-6161. 





Capt. B. C. McCaffree, 

Executive Director, Committee of 100, 
Jacksonville Area Chamber of Commerce, 
604-M Hogan Street, Jacksonville 2, Florida 
Dear Captain Mac: Please send the facts about 
modern-day Jacksonville! 


Name 





Title 





Bus. Address 





City Zone —— State 


Committee of One Hundred a 
Electric and Water Utilities _ 
City of Jacksonville, Florida 
More about Jacksonville on pages 33, 35, and 39 
(Circle number 137 for more information) 
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E. L. MILLER 


Manager of Data Processing 


THE, DATA PROCESSING 
bd ACCESSORY 
EQUIPMENT 
LINE 


i THE WRIGHT LINE, INC./160 GOLD STAR BLVD./ WORCESTER 6, MASS. 
In Canada - THE WRIGHT LINE of CANADA LTD./ DON MILLS TORONTO 





na 


The Unitray System of vertical card handling 
the only..camplete system available today for u 
throughout your department. At Montgome 
AYE ae Mar- Cale Me fate dalelel-t-lalel- Mo) miohdal-lgm Ol-e- Wl ad gelet tt] 
departments Unitray performs with ease a 
ry ol 1 lo Mya Wl ololol.(-) aol MM -lolad-lalg- lol Om -t-m- Motelaal ol) 
resl-Jah ae) M- Unda llol om Meola-t2-1 ae lal Wil (-Pae) t-te Meotolasl oli 
tion feeding and receiving tray, Unitray complet 
Tahe-to)e-t¢-t-Mh dale Jal dig —Mel-)ol- laden! lal ou Weot-tae Ml al-talelll 
brochure or survey is yours for the asking. Cont: 
your nearest Wright Line branch office. 


: 





smart girl to insist 
on MECHANO FORM 


She knew what her boss wanted 

— a ledger and index paper with 

7 colors plus ‘white, in eight 
weights for a coordinated office 

paper system. 

Only Mechano Form Ledger and 

Index has this range and 50% 

cotton fiber quality. Only Par- 

sons makes it but your 

printer can get it quickly. 


gs 
Parsons 


KING COTTON BUSINESS PAPERS 


how to get S 


what yoo need. pe : | 


Pd 


YOURS: RECORD-KEEPING 
: pers PAPER GUIDE NO. 311. 

4 29d Index Card, WRITE ON YOUR BUSINESS 
Ps : LETTERHEAD TO PARSONS 
r PAPER DIVISION, NATIONAL 


Record | 
rp Keeping 


VULCANIZED FIBRE COMPANY, 


HOLYOKE, MASSACHUSETTS 
(Circle number 150 for more information) 
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+ 
MATERIALS 


HANDLING 
COST 
REDUCTION 


A preliminary survey made 
without charge will deter- 
mine potential savings and 
the cost. 


We invite your inquiry 


OVER 25 YEARS ENGINEERING 
EXPERIENCE 


GEMAR 
ASSOCIATES 
CONSULTING 


Materials Handling 


ENGINEERS 
GREENWICH e CONNECTICUT 
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IDEAL DESK ARRANGEMENT — If 
space permits, this generous lay 
out is ideal for employees receiv 
Naycamor- 100: a-Mmr- Dale Mm ar-lalelilalcam olalelar— 
forcJIKm ah ealelehaelt-aaelaelialom-r-loamelasle 


EEE 


ECONOMY ARRANGEMENT— 
Where the problem is space econ 
omy, this arrangement offers the 
best possible answer to efficient 
work flow 


LL LeU Ep 
HL Oh Or Cp 


NARROW ROOM ARRANGEMENT 
—This layout lends itself to long 
narrow rooms where workers are 
required to see visitors and main 
tain a steady work flow 


SECTIONAL ARRANGEMENT —In 
dividual work stations are the key- 
rale)a= me) me dally -1e1 a lelar-| me) aelel elie -m-1s 
rangement. Each section can be 
closed for privacy. Noise is held 
come aalialianieien| 


VERTICAL FILE 
rangement employing 
and shelf filing ( 
fantshaplele me) mmr eleinys 

ico malelhaleler-l mj e-)aL 


and equipment also can vitally affect 
morale, work simplification and out- 


put of employees. 


Above are some layouts suggested 
by Remington Rand as a guide to 


planning smooth flow of work. 











| 
| 
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CIVIC 
VITALITY 


JACKSONVILLE’S 
GOT IT! 









* Here you see the new coliseum, 
now near completion. A new county 
courthouse completed, a new city 
hall under construction, and a new 
civic auditorium in prospect —all 
signs that Jacksonville is keeping up 
—and ahead of the times! 


¢ Another example of Jacksonville’s 
vitality, a $100 million Expressway 
System to speed the traffic and ease 
the flow of goods to market. 





JACKSONVILLE’S GOT IT! 


. ask Captain Mac. Write for fact- 
filled survey kit on Port, Taxes, 
Transportation, Market, Water, 
Labor, Government, and 
Utilities; or wire or phone 
collect ELgin 3-6161. 


Capt. B. C. McCaffree, 

Executive Director, Committee of 100, 
Jacksonville Area Chamber of Commerce, 
604-M Hogan Street, Jacksonville 2, Florida 
Dear Captain Mac: Please send the facts about 
modern-day Jacksonville! 


Name 





Title 





Bus. Address 





City Zone —_. State 








Committee of One Hundred 
Electric and Water Utilities 
City of Jacksonville, Florida 





More about Jacksonville on pages 33, 35, 37 


(Circle number 137 for more information) 
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How to plan your approach to 


THE COMING 


by Robert C. Trundle and Douglas P. Gould 


Robert C. Trundle is president of Trundle Consultants Inc., one of the 
country’s oldest and largest management consulting firms, with offices 

in Cleveland, Chicago and New York. A proponent of the team approach 
to profit planning, he is editor of the book, Managerial Control of Business 
(John Wiley & Sons). He serves on the board of Continental Motors 

Corp. and the Association of Consulting Management Engineers. 

Douglas P. Gould is a director of Trundle Consultants and 

vice president in charge of marketing. He has led a number of 

American Management Association programs and is author of 

the forthcoming book, Marketing for Profit (Reinhold Publishing Co.). 


MANAGEMENT METHODS 
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RENTAL ECONOMY 


Automation and other forces will soon bring on an economy based largely 


on rental. This rental method will largely replace outright purchase and 


installment purchase as a means of moving consumer and industrial products. 


So say these two perceptive authors. They give here their reasons for 


anticipating a rental economy within five years, and they map the actions 


you can take now to prepare for profits in the coming rental economy. 


ques We are now knee- 
deep in a rental economy. 

By 1965, we will be in it up to 
our elbows. The businessman who 
does not take time out to ponder 
what this means to him, and the 
way he will be doing business five 
and 10 years from now, may find 
his competitors leaving him by the 
wayside. 

By 1965, we may very well see: 
® The expiration of one-third of 
our present retail business 
® Large GMAC-styled rental out- 
lets co-existing with other manufac- 
turer-financed rental co-ops and pri- 
vate leasing groups 
= Two-page color spreads in lead- 
ing magazines showing new model 
automobiles for families to rent 
™ The demise of personal finance 
companies 
# A gigantically expanded collec- 
tion agency industry 
® The growth of a huge used- 
equipment market. 

Too far-fetched? The fact of the 
matter is that elements of a rental 
economy are here already. On the 
consumer level, a rental economy 
means that the public will rent the 
goods produced by American indus- 
try; on the industrial level, it means 
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that business will lease the equip- 
ment required to produce these 
goods. 


Present methods inadequate 

Our present distribution methods 
are inadequate. We have failed to 
bridge the gap between production 
and consumption in a meaningful 
way. We haven't done it through 
price-cutting and slashing profit 
margins, nor has the answer been 
found in installment credit. 

None of these has solved the prob- 
lem. The real answer lies in increas- 
ing both consumer and corporate 
“purchasing power.” The consumer 
must have more access to greater 
quantities of goods; the business- 
man must be able to enlarge his area 
for possible investments. 

Installment purchasing, with its 
characteristic enjoyment of use 
without full ownership, might be re- 
garded as a transitional phase in the 
development of a rental economy. 
Today it is definitely on the up- 
swing. A leading business publica- 
tion recently stated that consumer 
credit reached an unprecedented 
peak in 1959 with the installment 
debt rising to nearly $35 billion—or 
$1.5 billion over 1958. 

The same magazine refers to stud- 


ies indicating that about 65% of the 
new 1959 cars and 60% of the used 
cars will be bought on time. About 
55% of the furniture and major 
household appliances are also ex- 
pected to be purchased on the in- 
stallment plan. 

Both installment purchases and 
rentals permit enjoyment of use 
without full ownership. They elim- 
inate the waiting to enjoy the serv- 


Installment buying is a step toward 


the coming rental economy. 
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In a fast-moving production climate, any delay between manufacture 


and market-absorption will cause a serious bottleneck. 


ices of a product. But of the two, 
rentals bear a more immediate re- 
lationship to the useful life of a 
product. Moreover, they represent a 
more effective vehicle for enlarging 
the area of what the consumer can 





afford. With both installment buy- 
ing and rentals, he uses more things 
than he otherwise would. 

There are a growing number of 
major companies such as IBM, 
Sperry Rand, United Shoe Machin- 
ery, Pitney-Bowes and American 
Machine & Foundry which owe a 
rising part of their gross sales to 
leasing. Many varieties of rentals 
have sprung up. 

They include: leasing or sales and 
leaseback; outright rental by plants 
and consumers on long and short 
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term bases; long term financing, re- 
sulting in eventual ownership of an 
asset; open charge accounts with set 
limits; service contracts; mortgage 
financing of appliances, etc. 
Among the products and services 
now being rented are the following: 


® Industrial plants 

@ Capital equipment and tools 

® Cars, on a daily, weekly, monthly 
or yearly basis 

® Trucks and construction equip- 
ment 

® Locomotives and other rolling 
stock; planes, boats and sporting 
goods 

= Power tools 

® Uniforms, dress clothes (includ- 
ing furs), jewelry, etc. 

® Washing machines and house- 
hold appliances 

® Vending machines, mailing ma- 
chines and similar stamping equip- 
ment 

™ Business machines and data 
processing equipment 

® Oxygen units and other supplies 
for the sick 

® Air conditioners and heating sys- 
tems 

® Musical 
items 


instruments and _= art 


Automation’s influence 


With advances in automation, the 
next five to 10 years will see the 
rapid acceleration of these leasing 
trends. Automation has been defined 
as that degree of mechanical opera- 
tion where electronic controls or 
self-regulation become a major 
factor. 

If we accept this definition (and 
it’s as good as any others which have 
been advanced) then we can rea- 
sonably assume that future produc- 
tion will achieve an unparalleled ef- 
ficiency. The consumer will be the 
target for large quantities of rela- 
tively standardized products. 

Fixed expenses for the manufac- 
turer will be very high and will 
represent a proportionately larger 


share of total cost than at present. 
Break-even points will be raised 
substantially. Together, these condi- 
tions will require large, broad-based 
but homogenous markets which can 
absorb huge quantities at a regular 
clip. 

In such a fast-moving productive 
environment, any delay between 
manufacture and market - absorp- 
tion will result in building up inven- 
tories which could create a serious 
bottleneck in our economy. 

All of these factors underscore the 
need for a bold break with present 
thinking about distribution. They 
point to leasing and they point to it 
as more than a palliative. Rentals 
are necessary to expand the area of 
what the consumer can afford and 
to provide industry with a steady, 
predictable market for its goods. 
Leasing makes it possible for the 
businessman to maximize usage 
through the life of the equipment so 
that he doesn't have to eat his losses. 
The value of equipment clearly 
rests on its optimum use, and the 
realization of cost reductions from 
its use, rather than on the mere fact 
of ownership. 

If we accept a rental economy as 
both essential and imminent, the 
question that then presses for an- 
swer is: “How can the average 
manufacturing company best make 
the transition into the rental field?” 
Of course there is no pat answer. It 
will depend on many factors. There 
are a number of steps, however, that 
must be pursued. These include the 
following: 


I. COSTS ANALYSIS 


The secret of rentals, like so many 
other aspects of business, starts with 
knowing costs. It is amazing how 
many companies still operate under 
antiquated accounting methods. It 
is essential that costs be broken 
down into their fixed and variable 
components. 

One of the best accounting tech- 
niques for this purpose is the “mar- 
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ginal income’ concept. This 
effectively establishes useful profit/ 
volume relationships as well as pro- 
viding a common frame of reference 
for all members of the management 
group in examining important com- 
pany problems (see box page 44). 


2. PROFIT PLANNING 


Planning for rental profits seldom 
involves such short periods as six 
months or a year. Most sound rental 
profit plans would extend over five, 
10 or more years. Such a program 
would be bound to have lasting ef- 
fects on the company’s over-all re- 
sources and revenues. For this 
reason the profit objectives of a 
rental activity must be determined. 
Profit planning involves determin- 
ing expected return on investment, 
return on replacement investment, 
and /or return on anticipated invest- 
ment. There has to be a way of 
measuring the profit desire, other 
than as percent of sales. 

While the method of financing 
and operation may have a great deal 
to do with the percentage return 
deemed adequate on net worth, 
some ground rules seem to apply. 
Obviously, the cost of money or the 
value of an investment can be basic- 
ally determined by the percentage 
paid on savings, which may approxi- 
mate 34% to 4%. Yet, there are a num- 
ber of industrial companies which 
are earning as much as 20% on net 
worth before taxes, approximating 
10% to 12% after taxes. The require- 
ments are different for different in- 
dustries and the objectives must be 
stated in a realistic and reasonable 
form. 

If the possibility of a rental econ- 
omy stimulates companies and man- 
agements into an active program of 
long range or even short range profit 
planning a great deal will have been 
gained. 

3. PRICING 

Rental pricing, like all pricing 
policy, has to be based on modern 
cost accounting which separates 
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To plan for profits in a rental economy, you have to think five 


or 10 years ahead. Such planning is an advantage in itself. 


fixed and variable components. It 
must reflect the profit contribution 
not only by products, but by cus- 
tomers and markets. Rental pricing 
has to provide for product obsoles- 
cence as well as production obsoles- 
cence. Without this kind of 
provision, in five or 10 years a com- 
pany might find itself bypassed by 
competitors who had developed 
better and cheaper methods. 

Pricing has to allow for the sup- 
port of research and development 
activities necessary for enough pro- 
duction improvements to keep the 
company in business in the years 
ahead. 

The pricing formula must con- 
sider the economies in production 
which might occur through stabil- 
ized production scheduling, offset 
by additional costs which might be 
incurred through renting. These ad- 
ditional costs include service and 
maintenance. 

Some determination must be 
made as to who would be responsi- 
ble for absorbing the cost of service 
and maintenance. In fact, it might 
be necessary to record consumers’ 
maintenance habits. It would be 
useful to know whether a consumer 
cares for his rented lawn chairs, for 
example, or leaves them out in the 
rain all night. Will a rented TV be 
used by adults or a houseful of kids? 
Obviously some rental price advan- 
tage may be considered for custom- 
ers whose use extends the life of the 
product and reduces the cost of 
maintenance and service. 


4. WORKING CAPITAL 


The availability of cash will be 
different in a situation wherein the 
company sells to a middle man who 
may be a renting agency, as opposed 
to the condition wherein the com- 
pany itself becomes the renting 
agent and carries the rental program 
directly to consumers, regardless of 
whether they are industrial or pri- 
vate. The cash flow program must 
be laid out and established carefully 


for a period of years corresponding 
to the normal anticipated life of the 
product in use. It also must reflect 
the level and types of revenues ex- 
pected from varied segments of the 
rental market, such as first use, sec- 


ond use, third use, and perhaps even 
fourth use—with declining rentals in 
each case. 


5. PRODUCT LINE 
EVALUATION 


Probably the next order of busi- 
ness is the evaluation of the com- 
pany’s basic product lines from the 
standpoint of their suitability for 
rental. Items not normally suited for 
rental would be those which are 
used up quickly such as food, ciga- 
rettes, beverages, etc., some clothing, 
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MARGINAL INCOME TECHNIQUE OF ACCOUNTING 


The “marginal income concept” provides that there are three elements 
in any business which determine the profit it will earn. These are: fixed 
expenses, sales volume, and something called marginal income. 


Marginal income is expressed as a percentage. It’s the difference 
between all variable costs (e.g., materials, direct labor, commissions, 
freight) and the actual sales dollar. Marginal income is the amount of the 
sales dollar left after the direct costs of the product are paid. 


Marginal income dollars must liquidate fixed expenses and then pro- 
duce a profit. It is important to note that every single product or service 
you offer has its own distinctive marginal income rate. Some might be 
50%. Others might be 5%. From 25% to 35% are more common. 


Another way of saying it is that in a typical situation, direct, variable 
costs come to 65% or 75% of the sales dollar. What's left has to 
carry the load. 


To improve profit, you have to do one of three things, singly or in 
combination: 


1. Sell more volume. At adequate prices, more volume obviously 
means more profit dollars, by a process of accumulation. 


2. Reduce fixed expenses. The lower the fixed expense, the 
lower the volume needed to start earning profits. 


3. Raise the marginal income rate. By increasing the percent- 
age you can realize from each sales dollar, marginal income climbs at 
a steeper rate, producing the desired profit at lower volume. 


Under traditional accounting practices, this is how various executives 
would approach their problems: 


The sales manager may say, “If you would let me cut my price from 
$1.75 to $1.57, | could get 20% more business. We might lose money 
on it, but at least it would pay some overhead.” 


The vice president of manufacturing may say, “If you let me spend 
$150,000 on new machine tools | could cut our direct labor cost 10%.” 


The chief engineer may say, “If you let me redesign the product so 
that we eliminate some of the fancy features, | could reduce the cost 
by 20%. What if we do lose a little business, we'll be better off.” 


Let's assume that the company mentioned above holding a cost cutting 
conference uses the marginal income concept. This is how the various 
executives would present their problems: 


The sales manager would say to the group, “If we cut our price 10%, 
we will raise our break-even point by $50,000 per month, but the in- 
creased sales will increase our profits by $28,000 per month.” 


Or the vice president of manufacturing would say, “If we spend 
$150,000 on new machine tools we will raise our fixed expense $1,000 
per month. This will reduce our direct labor cost 10%, however, which 
will decrease our break-even point $40,000 per month and increase our 
profit by $19,000 per month.” 


Or the chief engineer would say, “If | redesign to eliminate the fancy 
features, | can reduce our variable cost by 20%. This will lower our 
break-even point by $225,000 per month and even if we lose 25% of 
our business, we will still make $50,000 more profit than we’re making 


a“ 


now. 
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and other things strictly personal in 
nature, such as certain types of 
clothing, mattresses, bedding, and 
the like. It is ualikely that items with 
a value of $5 per unit would make 
satisfactory rental produc’ :. There 
may be exceptions to this but nor- 
mally the unit outlay .s such that it 
would be more economical to han- 
dle the item as an outright sale. The 
rental product cannot go out of style 
quickly, or rapidly be obsolete. 

Items which seem to be suitable 
for rental are those which carry a 
relatively high purchase price; 
which may require extensive service 
or maintenance, or are particularly 
complicated to use; and items which 
are used infrequently and, therefore, 
would be normally idle most of the 
time if purchased by the user. In 
analyzing what present products are 
suitable for rental, it is well to de- 
termine their status on the current 
product growth curves—the S curves 
of normal product life. For example, 
if a product is mature—if it is reach- 
ing its point of sales saturation—rent- 
als conceivably could offer a means 
of expanding the market. A rental 
market could then superimpose a 
new growth curve on the old one. Of 
course, the converse could be true 
also—rental could hasten the demise 
of a mature product by stimulating 
the growth of competitive products. 
As rentals are based on utility, it 
may be necessary to substantially 
improve the quality of products so 
as to provide maximum useful life. 

This policy is directly opposite 
that of planned obsolescence, in 
which the product is designed to 
last for a given period, after which 
it is out of fashion or requires such 
maintenance cost that the user is en- 
couraged to buy again. Therefore, 
in connection with any rental pro- 
gram, the manufacturer must com- 
pletely re-appraise its policies re- 
garding quality control. 


6. EVALUATION OF MARKET 
POTENTIAL 

The next area of investigation 
concerns markets. Who, and where, 
are various types of users who could 
be induced to acquire the product? 
It is necessary to discover the extent 
to which rentals could extend the 
(Continued on page 110) 
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Fiow to audit your existing 
products—for profit 


Apply these 10 tough questions to your existing products and they will help you reach 


and hold the top of your market. No matter who applies the questions in your company, 


make sure they are used once a year for profitable products, every six months for unprofit- 


able ones. If you do this, chances are that soon you will be using this market audit only 


once a year, because all your products will be profitable. 


GEOCOOCGOOO0SCOGCe@ An audit of exist- 


by Edwin H. Sonnecken 
and D’Orsey Hurst 


ABOUT THE AUTHORS 








Edwin H. Sonnecken is president of 
Marplan Division of Communications 
Affiliates Inc., New York. He served 
earlier as manager of the Consumer 
Research Department of Ford Motor 
Co., and marketed the first tubeless 
tire for B. F. Goodrich. D’Orsey Hurst 
is a management consultant with of- 
fices in New York. He is a former vice 
president of Bruce Payne & Associates, 
and spent 20 years in sales and man- 
agement capacities with Time Inc. 
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ing products offers some of the most 
promising ground for improved 
marketing effectiveness, because 
existing products are closest to the 
cash register. 

Despite the deserved accent on 
new products—which may account 
for say 5% to 15% of total volume in 
any given year—you know that the 
heart of your business—this year 
and next—is still your existing prod- 
ucts. Your challenge is to deal effec- 
tively with current products under 
current conditions. 

The marketing audit is virtually 
nothing new in elements, but it is 
new as formal, planned, and regular 
review of the product line. Youll 
be ahead if you accept just this one 
idea: perform a marketing audit 
regularly. Youll have an edge on 
your competitors, because chances 
are good that theyre not making 
a regular audit of their product 
line. 

Most companies have unusually 
high interest in this subject, but few 
know how to do it. Here are the 10 
points covered by such an audit: 

1. How profitable 
is the product? 


@ This is obviously the most im- 
portant question. Profitability, how- 
ever, is relative... and its assessment 
is determined by the standards set 
in each company. 

Here are the questions we sug- 
gest: 

How does product profit meas- 
ure— 
= Against company expected goal? 


® Against company actual average? 
= Against industry averages? 

If a product is low on all counts, 
it is certainly a signal to find out 
what's wrong. If the showing is be- 
low company average but above 
the industry, it may suggest that 
even the best producer isn’t doing 
too well—and raises a question 
about staying in the field. 

However, low-profit items are, as 
you know, frequently continued in 
the line because they are carrying a 
substantial share of the line’s over- 
head (or, as we will note later, be- 
cause there are other compelling 
competitive or policy considera- 
tions). Products making a below 
average contribution to profits 
should be reviewed in detail at least 
annually. The query should be: 
What overhead facilities, man- 
power, and other related costs could 
be cut if the product were dropped? 


2. What is the scope 
of the product line? 


# Whether a product contributes to 
profit or not, it is often kept in the 
line for any number of reasons: to 
round out the line, to satisfy dis- 
tributors or customers, or to prevent 
competition from getting even a 
small foothold. 

Let's look at some of these con- 
siderations. 

A dominant company in an indus- 
try may be expected to carry full 
lines and have to contend with loss- 
of-leadership image if there are 
marked gaps in its line. There’s 
probably at least one “dog,” in every 
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Perform an audit of your products regularly and youll have an edge on your competitors 


major manufacturer’s line, but it 
stays there year after year because 
the company (and it’s probably 
right) feels that potential losses 
from having a hole in the product 
line might be bigger than the cur- 
rent drain. 

Basically, every company has a 
single choice: strive for (or main- 
tain) dominance in the industry, of- 
fering full lines across the board—or 
concentrate on developing profit- 
able volume on a limited line. 

There are many examples of suc- 
cessful basic concentration in profit- 
able areas by not offering a complete 
line. 

Two producers in the automotive 
supply market have the same total 
volume but vastly different profit 
pictures. The poor profit operator 
apes his giant competitor in scope 
of product lines. The high profit 
operator limits both his lines and his 
territories, concentrates on long 
runs, and achieves low marketing 
and production costs. 

Unprofitable items often must be 
kept to maintain position with dis- 
tributors, dealers, and customers— 
but a little extra effort can often 
bring an ingenious solution. 

A major rubber producer made 
no profits on bicycle tires and tubes, 
so their manufacture was dropped. 
But impressionable bicycle owning 
youngsters and their parents (who 
also buy automobile tires) couldn't 
understand why this major rubber 
company’s dealer didn't have his 
own brand of bicycle tire. Solution: 
Have the product made under the 
company’s own brand by a competi- 
tive volume producer. Not much 
profit this way—but satisfied and 
unquestioning customers. 

Still another factor: the corporate 
image. 

All producers of color TV sus- 
tained losses. Every producer except 
RCA has dropped out of the busi- 
ness on the grounds that the losses 
were not justifiable. But RCA con- 
tinued with color—in part because 
of its patent position, which gives 
it a bigger stake in color—because 
of its leadership image in radio and 
TV. Thus the losses in color are in 
reality an investment in institutional 
prestige. - 
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But corporate image require- 
ments may also dictate elimination 
of profitable items not compatible 
with the line in the public mind. 

Major packers hesitated for years 
to be associated with dog foods. 

Johnson & Johnson, wishing to 
preserve its image of surgical and 
health products, established a sub- 
sidiary, Personal Products Corp., to 
merchandise feminine hygiene 
products. 

The important point to remember 
in auditing the product line for 
“scope” is this: rounding out is an 
insufficient answer. You've got to 
know whether the rounding-out is 
for merchandising reasons, service 
reasons, or corporate image reasons. 


3. How good is your 
marketing efficiency? 


® Here are the questions you should 
ask at this point in your audit: 
® Does the product create special 
handling, storage, shipping, or per- 
ishability problems which disrupt 
normal marketing operations? 

Wrap-around windshields have 
caused a gigantic rise in shipping 
costs, storage space requirements, 
number of sizes which must be car- 
ried in stock. 

m Is the package size, shape, and 
material ideal for handling through 
normal channels of trade? 

® Is the product sold through spe- 
cial channels of trade or a special 
sales force which is not justified by 
the volume done? 

For years, one company sold a 
single line to the shoe repair trade 
through direct salesmen, while com- 
petitors sold through jobbers or 
distributors. Theory: Control of 
market. Fact: Frequency and vol- 
ume of purchases of shoe repairman 
made it uneconomic to call direct. 
Only a wholesaler, supplying all his 
needs—soles, heels, laces, polish, 
thread and nails—could afford to 
call. 
® Is the item being penalized by 
distribution through the same chan- 
nels as company products which 
require high cost distribution? 

National Biscuit Co.’s breakfast 
cereals and dog foods were being 
distributed direct to retailers 


through the same system required 
for fresh crackers and cookies. 
Theory: Controlled distribution. 
Fact: Competitive pricing would 
not permit (and freshness did not 
require) frequent high cost direct 
distribution. A switch to wholesalers 
cut marketing costs on these 
products. 

® Does the item divert selling effort 
from other, more profitable items 
in the line? 

= Are market share goals for the 
product consistent with profit goals? 


4. What about 

production efficiency? 

® This is where the vp-manufactur- 
ing’s ears perk up. “What the hell,” 
he asks, “are you peddlers meddling 
in my area for? What does produc- 
tion efficiency have to do with 
sales?” 

Here are just a few of the market- 
ing possibilities that can be opened 
up by a serious look at production 
efficiency. 

Perhaps quality in one market has 
suddenly become important and 
existing capital equipment can't 
be converted. Solution: new 
markets. 

Perhaps a recent merger or acqui- 
sition has brought in new produc- 
tion facilities that allow you to 
compete in a new geographical area 
—or with new products. 

Perhaps you can change your en- 
tire warehousing and_ inventory 
setup because new equipment oper- 
ating more efficiently on short runs 
has eliminated the need for long 
runs or big inventories. 

These are the two basic audit 
questions in this area: 
® Does the product fit in with en- 
gineering and production knowhow 
and facilities of the company, or is 
it an odd-ball? 
® Do unusual seasonal variations, 
style changes, size or inventory re- 
quirements complicate production 
requirements — causing manpower 
problems, efficiency problems, and 
quality problems? 


S- What about product's cost? 


® In auditing for costs, a new con- | 
cept about which we've heard a 7 
gocd deal recently is Value Analysis. : 
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because chances are they are not making a regular audit of the products in their line. 


In Value Analysis the basic question 
to be asked is always this: “Is this 
part, weight, dimension, strength 
necessary?” 

Basically, the test of Value Analy- 
sis for modification should be this: 
“Does it represent cost reduction 
without reduction of value to the 
consumer?” , 

Frequently, the best audit on 
manufacturing costs can be ob- 
tained by getting outside bids for 
manufacture of the product or its 
component. This can also be the 
basis for a “make-or-buy” decision. 


6. Is it priced right? 


® Watch the stage in the product 
cycle and the patent situation when 
pricing. 

Minnesota Mining maintains very 
favorable margins until a few years 
before a patent expires; then it re- 
duces margins rapidly to avoid pro- 
viding a big profit umbrella inviting 
competition. 

Look for price leadership oppor- 
tunities. Most businessmen say that 
they set prices to meet competition, 
but somebody usually leads on 
price. One key to your price leader- 
ship opportunity is your share-of- 
market position. If you are domi- 
nant, this may be your most 
profitable line, so you may not feel 
the need to raise prices. Yet others 
probably have higher costs because 
of lower volume, may welcome a 
price increase by you and follow 
your lead. 


7. How strong 
is its value? 


® What does the customer connote 
as value? What does he think or 
perceive he gets in satisfaction for 
his money? Why is your product 
different or better? 

The marketer should constantly 
aim to develop points of distinctive- 
ness or uniqueness. This is the op- 
portunity for creativity . . . in new 
ways to present the product. . . in 
themes or treatment for advertising, 
promotion .. . in direct selling. 

Value is not necessarily the rela- 
tion of price to cost. 

Engineers often overdesign prod- 
ucts Early aerosol bombs were 
heavy and expensive. The high price 
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was justified by cost but not by 
value to the consumer. When light 
materials and lower pressures were 
used, the price came down to the 
point where it was good value to 
the consumer. 

Continuing market research and 
use tests frequently flag factors 
which are important in terms of 
value desired by the consumer. 

One dictating equipment manu- 
facturer was first to the market with 
a small portable unit, but it required 
an electrical outlet. Research by 
competitors determined that con- 
sumers wanted not just small size 
but also greater flexibility. Recog- 
nizing this, a competitor introduced 
a small unit with batteries plus plug- 
in and is getting a large share of 
the market. 

Have your customers discovered 
new applications which are of value 
to them? Are there new features for 
you to exploit? Are you learning of 
these quickly? How adequate is 
your communication of such intel- 
ligence from the marketplace? 


8. What about 
product quality? 


= The three elements to consider 
here are: 

@ The producer’s own standards. 

@ The competition. 

@ The customer. 

Feedback from the field (on both 
customers and competition ) can in- 
fluence manufacturing and engi- 
neering in terms of quality specifi- 
cations and quality control. The 
marketing function must relate 
Value Analysis to quality standards. 


9. And what about service? 


™ Service requirements are de- 
signed into the product. While 
design, engineering, and manufac- 
turing should anticipate service and 
parts needs, there are frequently 
some unanticipated problems, par- 
ticularly with increasingly complex 
or technical products. 

Questions to ask yourself include 
these: 
= How frequently should the prod- 
uct be serviced? 
= How effective is service avail- 
ability? 


= Are parts or components avail- 
able? For how many years should 
they be provided? 
@ What is the user's viewpoint on 
his problems in replacing or repair? 
The service audit can be an im- 
portant guide to design for modifi- 
cation on the next model. 


10. Finally, what about 
competition? 


® This last item in our marketing 
audit is not last because it’s least in 
importance! It seems that every day 
brings competition from a new and 
unexpected source. 

First, there are your traditional 
sources of competition—your 
“friendly” competitors who take just 
as much pleasure in upsetting you 
as you do them. This “under-your- 
nose” type of competition must al- 
ways be watched carefully. 

But competition can barrel in 
from so many new directions as 
well. Here are just a few: 
= New materials. 
= New processes. 
® New distribution channels. 
® New buying practices. 

Thus it is extremely important to 
know why a product is losing 
ground. 

Is the product losing ground for 
reasons of quality? Is it price? Is 
total market demand falling? Has a 
thorough and objective market and 
laboratory analysis been conducted 
on your product and competitors’ to 
highlight differences and weak- 
nesses? Are competitive products 
better, or have your customers just 
been convinced that they’re better? 

The most significant factor to 
watch is encroachments by new 
competitive materials and processes. 
These can create relatively fast new 
competitive situations, both for con- 
sumer and industrial products. 

What can you do when competi- 
tion hits you at the cash register? 
Basically three things: meet it, whip 
it, or “get out” (and by this we mean 
withdraw, to use the more polite 
term ). 

There are sound arguments for 
all three alternatives—a time and a 
place when any one of these would 
be good business. # 
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YOUR BUSINESS 


5 holes to plug now 


INSURANCE 


S ways to cut costs & improve coverage 


Most firms are spending much too much on insurance while getting less coverage than they 


need. Experience reveals that there are five important spots to check for holes in your 


coverage, and six steps to take to improve your coverage and reduce costs. Here they are, 


explained and illustrated with case examples. 


ABOUT 
THE 
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of company insurance programs to 
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insurance agencies in New England 
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come an insurance advisor. 


Today, surrounded by a staff of ex- 
perts in every field of insurance, 
John Liner serves mostly businesses 
spending $10,000 or more annually 
in premiums. Although he’s never 
sold a consulting client a penny’s 
worth of insurance, his biggest prob- 
lem is convincing businessmen that 
the role of insurance consultant or 
advisor is not just another gimmick 
to sell insurance. 
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by John Liner 


John Liner Insurance Consultants 


gums Odds are nine to 
one that right now you can 1) 
reduce your company insurance 
costs significantly, 2) uncover dan- 
gerous loopholes in your insurance 
coverage, or 3) improve your cov- 
erage—and you can probably ac- 
complish all three at once. 

Business insurance has become 
a complicated business in_ itself. 
Hardly any operating executive— 
even when he is assigned the 
insurance responsibility for his 


HOLE NUMBER ONE: 
Overlapping coverage 


= If you've got more than one 
policy, there’s a good possibility 
that you have at least some dupli- 
cate protection that’s costing you 
money. 


| F A dealer who rented and 
serviced contractor's equipment had 
a comprehensive liability policy 
covering all operations and all ve- 
hicles. In addition, it was found 
that a separate automobile policy 
was being purchased in some of 


company—has time to keep posted. 
Yet the cost is high when you take 
insurance for granted—not neces- 
sarily in terms of big losses when 
you find you are not properly cov- 
ered after something has hap- 
pened, but simply in terms of pre- 
miums you are paying now that 
you don't need to pay. 

Repeated experience shows there 
are five insurance holes you can 
plug right away, and six steps you 
can take to improve your program. 


the states where the firm has road- 
service trucks. This duplicate pro- 
tection was promptly remedied 
and brought a big refund, as well 
as a $600 annual reduction in the 
insurance budget. 


A dress manufacturer purchased 
thousands of yards of fabric and 
asked the mill to hold it for future 
delivery. Both the mill and the 
garment maker carried insurance 
on this expensive material. It was 
determined that the mill was re- 
sponsible for insuring the fabric 
under the terms of sale, so there 
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was no need for the manufacturer 
to pay premiums for the duplicate 
coverage. 


HOLE NUMBER TWO: 
Dangerous omissions 


« Many times you think—or pre- 
sume—that you have coverage 
where you actually haven't. Losses 
from some of these omissions 
might put you out of business. 
Sometimes you find yourself in this 
position simply because you've 
failed to evaluate your exposure to 
loss and have not requested a cov- 
erage that is readily available. At 
other times the omission may have 
come about because there’s a new 
type of policy now available where 
coverage could not be previously 
obtained. 


A meat packer had two adja- 
cent buildings, one for processing 
and one for cold storage. The two 
were connected by an enclosed 
conveyor. Because all actual opera- 
tions except storage and packing 
were carried out in the main build- 
ing, the manufacturer bought busi- 
ness-interruption insurance for that 
building only. But a review of the 
risks showed that a fire in the cold- 
storage warehouse would shut 
down the main plant because there 
wouldn't be any place to store 
daily production. Even if tempo- 
rary warehouse facilities could be 
found elsewhere, costs would jump 
because of the extra handling and 
shipping. Needless to say, the busi- 
ness interruption insurance was 
extended to cover both buildings. 


Human errors 


Anyone can make a mistake, and 
insurance errors can be expensive. 
There’s usually no malicious intent, 
but the damage can be serious. 
Even professional people are being 
called upon to defend themselves 
against errors in their work—“mal- 
practice” in medicine, “errors and 
omissions” in law—and all because 
of the human element in the day’s 
work, 

Years ago, when all types of 
business were conducted at a 
slower pace, it was customary for 
the purchaser of insurance to re- 
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ceive a signed acknowledgement 
of the amount of insurance bought. 
Now it has become customary 
to accomplish much of this by 
telephone—thereby decreasing the 
time but increasing the chance of 
misunderstanding or error. 

An insurance policy is, after all, 
a legal document. It should be 
handled carefully and reviewed 
with equal care at renewal time. 


| F A maker of small electrical 


appliances moved to a new building. 
It was a busy time—lots of con- 


BEWARE 


A furniture manufacturer had a 
fire insurance policy written to 
fluctuate according to changing in- 
ventory levels. 

One requirement of the policy 
was that a report must be sent to 
the insurance company showing 
the value of inventory as of the last 
day of each month. A fire on 
March 15 caused damage running 
into several hundred thousand dol- 
lars. Unfortunately the last inven- 
tory report had been made on 
December 31, when _ inventories 
were at their lowest point in the 


THE INSURANCE “CONSULTANT” 


Small and medium sized firms have been at a disadvantage in buying 
insurance. They can’t afford the full-time services of an insurance 
manager, and they can’t expect insurance companies or the average 
broker to be completely objective. This is why a new kind of consultant 


is entering the management scene. 


Beware of brokers or insurance salesmen who hide behind the title 
“consultant.” State laws vary, and legal requirements for use of the term 
“insurance consultant” or “insurance advisor” vary so much as to be 
almost meaningless. Some brokers claim that they can be as objective 
as true consultants. Some perhaps are. But one of the best ways to be 
sure you are talking to a true insurance consultant is to ask one question: 
“Do you also sell insurance?” If the answer is “No!” chances are good 
that you’ve got someone who will act 100% in your behalf. 


The American Management Association recognizes this distinction. In 
its new Directory of Consultant Members, there will be two basic headings 
under “Insurance Consultants’”—one for those who sell and one for those 


who don’t. 


fusion and worry about lost pro- 
duction—and management forgot 
to notify the broker handling the 
firm’s burglary insurance. The pol- 
icy was renewed automatically 
later on, continuing coverage at 
the old location. Several hundred 
dollars worth of merchandise was 
stolen from the new plant one 
night, and the company found that 
it wasn’t covered. Fortunately this 
was a small robbery. It at least 
alerted the company to correct the 
error in case a bigger break were 
to occur. 


year. Because of this error, the 
company collected only 65% of the 
loss. 


A window-frame manufacturer 
made an extremely advantageous 
purchase of machinery and equip- 
ment at an auction in an out-of- 
state plant late Friday. He tele- 
phoned his broker early Saturday 
morning and told him to place cov- 
erage. 

Being assured that the mat- 
ter would be taken care of, he 
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promptly forgot about it—felt con- 
siderably relieved. Sunday night 
he got a call advising him that his 
new property had been totally de- 
stroyed by fire. When he called his 
insurance broker about noon on 
Monday, he learned that the 
broker had been unable to place 
the coverage until early Monday 
morning. There was, therefore, no 
insurance in effect at the time of 
the loss. Because the broker had 
no assets and carried no “errors 
and omissions” insurance of his 
own, the manufacturer had_ to 
absorb a $48,000 loss which placed 
him on the verge of bankruptcy. 


A textile mill employee cut his 
finger at work. Medical bills came 
to $61, but a bookkeeping error 
recorded the expense as $6,100. 
The firm’s Workmen’s Compensa- 
tion premiums were based on a 
merit and experience rating reflect- 
ing accident frequency and severity, 
so the companys rating was 
changed. When the mill manager 
wanted to know why, the error was 
discovered by the personnel man- 
ager, who immediately questioned 
the $6,100 entry for a cut finger. 


A Canadian firm had a liability 
policy covering accidents occur- 
ring on the premises. Because the 
plant was located on a large tract 
of land, an insurance underwriter 
used the entire area of both land 
and building in computing the 
premium. When the error was dis- 
covered, the premium was recal- 
culated in accordance with the 
appropriate insurance rules, on the 
basis of the building only. The 
company was able to negotiate a 
return premium of $2,000 out of 
the $2,400 paid during the previous 
nine years. 


HOLE NUMBER FOUR: 

Improper design 

= There can frequently be several 
ways to design given coverage. As 
a matter of fact, there are often 
ways to eliminate or reduce the 
risk itself, thereby lowering insur- 
ance costs. Why insure for a risk 
you can economically eliminate? 
Or why pay a large premium for 
total insurance when a reasonable 
deductible clause could cut premi- 
ums significantly while not in- 
creasing your risk very much? 
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|. F A candy manufacturer in 
New York had created a realty cor- 
poration to own its factory build- 
ing, in which the company was the 
sole occupant. In addition to the 
public liability policy held by the 
manufacturing corporation, a sepa- 
rate policy was bought on the lia- 
bility of the realty corporation. It 
was subsequently discovered that 
the real estate firm’s interest could 
be properly protected at no cost by 
adding its title to the manufactur- 
ing liability policy. The duplicate 
policy was cancelled, and _ the 
candy maker pocketed the $1,100 
annual saving. 


A manufacturer using combust- 
ible materials was operating with- 
out sprinklers. It was pointed out 
to him that sprinklers would cost 
$18,000 but would reduce his in- 
surance premiums by $10,000 a 
year. He didn’t have the cash, so 
he financed the sprinkler purchase 
over six years. Savings were thus 
$7,000 for the first six years, the full 
$10,000 annually thereafter. 


The manager of an internationally 
famous resort hotel had this famil- 
iar attitude: “I wouldn't bother the 
insurance company for such a small 
claim.” When he learned that pub- 
lic liability claims under $50 each 
over the past eight years had aver- 
aged only $800 a year in total, he 
decided to accept a $50 deductible 
feature which cut his premium by 
almost $2,500 annually. Net sav- 
ings: $1,700 a year. 


HOLE NUMBER FIVE: 


Faulty buying and inexpert 
negotiating 


s Particularly in employee benefit 
plans, improper benefits and pre- 
mium waste are all too often the 
rule rather than the exception. To 
obtain maximum benefits at mini- 
mum cost, programs for group life, 
accident and sickness, and hospi- 
tal-medical insurance must be ne- 
gotiated carefully. 


| F. A large manufacturing com- 
pany in New England had a group 
life; accidental death and dismem- 
berment; accident and_ sickness; 
hospital, surgical and medical; and 
catastrophe program for active and 


retired employees. Accident and 
sickness benefits were being paid 
unnecessarily in many situations, 
maternity benefits were outdated, 
and the plan was inadvertently dis- 
criminating against executives and 
higher paid employees in the use 


of deductibles and maximums. 
There was also no way to pre- 
determine costs in future years. 
For these reasons, specifications 
for a new plan were drawn in de- 
tail and submitted to 11 qualified 
insurance carriers. The bids were 
carefully analyzed. Interestingly 
enough, and as is often the case, 
the lowest bid was not accepted. 
The carrier would have lost money 
on it and would ultimately have to 
recoup its losses at a higher total 
cost to the manufacturer. The new 
program brought about immediate 
savings of $33,000 per year. In 
addition, the company was able to 
pre-determine the real cost of its 
employee benefit plan for several 
years ahead. 


A large transportation firm sub- 
mitted specifications for its em- 
ployee benefit plan to several in- 
surance companies. This brought 
about a 13% annual saving ($11,- 
000), and an additional $3,000 was 
saved each year by self-insuring 
part of the program. 


SIX WAYS YOU CAN IMPROVE 
YOUR BUSINESS INSURANCE 


Now, once you are aware of the 
holes that probably exist in your 
insurance coverage, here’s how to go 
about improving your program and 
reducing your costs. 


METHOD NUMBER ONE: 
Check coverage 


= You may not have the coverage 
you think. Use a visual index— 
properly prepared and maintained 
it can be very helpful. 

Don't file away renewal policies 
assuming that they are the same as 
those you examined a year or three 
years before. 

Don’t accept policies as they are 
written by insurance companies if 
you feel that the provisions dont 
apply to your business. Insist on 
descriptions and definitions that 
will properly cover your activities. 

Compute the rates. Insist on ac- 

(Continued on page 107) 
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When—and when not— 
to continue public relations 


Sometimes public relations is a waste of money and time. Trouble is, it’s 


hard to know when a PR program should be started, continued, altered, 


or abandoned. Here a public relations specialist sets forth some of the 


best benchmarks he has seen used to evaluate public relations. You can 


use these guides to judge your own PR program. 


by David Finn, President 
Ruder & Finn, Inc., New York 


ee Public relations 
costs lots of money and it should 


' produce good results. 


The trouble is the results are 


difficult to count. 


COE Ercan 
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Sometimes the largest public re- 
lations undertakings produce only 
questionable results. 

And sometimes the most humble 


PR actions turn up the biggest 
direct value. 


Sooner or later every company 


must face the question — Should 
;we undertake a public relations 
| program? 


And if the decision is to go 


) ahead, sooner or later the question 
) comes 


up—Should we continue 
this program? After all, it is ex- 
pensive and we are not all agreed 
on whether the results are worth 
it. 

To help you in your struggle 
with these questions, here are 
some benchmarks. They are de- 
signed to guide you to a wise de- 
cision as to whether you should: 


}™ Undertake a public relations 


program. 


>® Continue your PR program. 
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® Alter your PR program. 
® Abandon it. 

These benchmarks are drawn 
from the experience of scores of 


thoughtful executives who have in- 
vested thousands of hours in the 
job of sizing up their company 
public relations. 


When to abandon PR 





Let’s start with an examination of the problem from the 
standpoint of when it makes sense to drop a public relations 
program. Here are five legitimate reasons why businesses 


have decided to abandon PR. 


1. Abandon PR when there 
aren’t enough results. 


If, after a reasonable time, not 
enough comes out to justify what 


goes into the program, it’s ob- 
viously a mistake to continue. 
Sometimes results aren't satis- 


factory because the program was 
planned with unrealistic expecta- 
tions. Maybe the PR man promised 
more than he can possibly deliver, 
or possibly management expected 
too much. In either case, the pro- 
gram probably shouldn't have been 
started in the first place. 


For example 


A company introduced some new 
air conditioning equipment and 
recruited a public relations firm 
to publicize the many features of 
the equipment. Tremendous pub- 
licity was obtained. Results were 
so gratifying, in fact, that the com- 
pany decided to retain the PR firm 
for a continuing PR program. 

Six months later, few addi- 
tional results had accrued. When 
the president complained of high 
costs and no results, the PR people 
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explained that it takes times to get 
a corporate PR program cranked 
up. The president said he wanted 
sales results, not promises. The 
company fired the PR firm and 
invested the PR budget instead in 
cooperative trade advertising, 
which did produce immediate 
sales results. 

Why did the long range public 
relations program fail? Simply be- 
cause the company had under- 
taken PR for the wrong reasons at 
the wrong time. It needed im- 
mediate sales help more than sup- 
port for long range growth. 


9. Abandon PR when results 
are the wrong kind. 


This problem occurs when the 
people handling PR don't under- 
stand what it is management ex- 
pects them to accomplish (some- 
times management doesn't know 
either ). 

The PR man may be operating 
at full speed, proudly producing 
results—but results that are mean- 
ingless to management. 


For example 


Here’s the case of a boiler manu- 
facturing concern. The PR_ pro- 
gram was producing good pub- 
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There are as many legitimate reasons to abandon PR as to 


licity month after month. It was 
the kind of product publicity sales- 
men love—it helped them close sales. 

But the company’s top manage- 
ment was disappointed. They had 
hoped that public relations activi- 
ties would greatly increase the 
prestige and dignity of the com- 
pany name. They felt—probably 
rightfully—that enough money was 
already being spent on projects to 
back up the sales force. They 
halted the program. 


3. Abandon PR when goals 
are diverse or fragmented. 


With public relations, as with 
any other vehicle, you cant go in 
all directions at once. If different 
people in a company are trying to 
steer the public relations program 
in different directions, at least part 
of the program should be dropped, 
and the effort redirected. 


For example 


A toy making firm had a PR pro- 
gram with two prongs. The com- 
pany was using public relations 
both for 1) product publicity and 
promotion, and 2) corporate de- 
velopment. 

The company’s marketing people 
were primarily interested in the 
first of these purposes, and in the 
president's mind the second was 
equally, if not more, important. 
But the marketing people felt that 
the corporate development idea 
was “blue sky,” and the results 
being achieved weren't “practical.” 

In this case, it was the president 
who relented, abandoning his cor- 
porate development goals so that 
the available public relations re- 
sources could be centered on the 
job of product publicity. 


4. Abandon PR when the 
experts are reaching for 
professional rather than 
business goals. 


Public relations people, like 
other experts, often do things to 
satisfy their own (or their as- 
sociates’) aesthetic or professional 


sense, rather than the more prosaic, 
economic goals of the company. 
When this happens, the effort is 
diluted and frequently wasted 
from the company’s point of view. 

The PR man may be bending his 
efforts away from company objec- 
tives because of special talent he 
wants to exercise, or because he 
wants to experiment in a certain 
area. If the company can't bring 
PR efforts into line with company 
objectives, the program might as 
well be dropped. Or perhaps only 
the PR man should be dropped, 
and replaced. 


Forexample 


An architectural firm hired as 
its public relations counsel a man 
who possessed a great deal of 
magazine writing experience. The 
firm learned that this man did in- 
deed know how to write articles 
that would be welcomed by edi- 
tors. But unfortunately many of 
his stories contained embarrassing 
facts about the partners of the 
firm. The PR man claimed that 
using such facts was the only way 
to get stories about the business 
published in important magazines. 

The partners decided the price, 
in terms of embarrassment and 
perhaps injured reputations, wasn't 
worth it, so they dropped public 
relations altogether. It wasn’t un- 
til much later that they were even 
willing to listen to the argument 
that more qualified public rela- 
tions counsel could help them 
reach their company goals without 
sacrificing their reputations. 


s Abandon PR when you feel 
your PR people are inadequate. 


Whether they are or not, if you 
feel your public relations practi- 
tioners are not qualified for the 
job, you'd better at least consider 
abandoning the program. 

Of course, the fault may not be 
with the PR people; it may be that 
management expects more than 
should be expected. 

Regardless of the reason, if 
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tinue it. These 


management has no faith in its 
PR people, the program might as 
well be halted. 


For example 

A large retail specialty store 
retained a public relations agency. 
The assignment was to conduct a 
PR program for a new department 
the store was setting up. 


a ae, —_ ™ 


MI 


cases present the facts for both sides. 


But it quickly became clear that 
the store manager himself wanted 
to run the program. The agency 
people found themselves doing 
little more than carrying out fringe 
details. 

“Why pay us to do a job you 
want to do your own way?” the 
agency asked the manager. By 
mutual consent, the agency's pro- 
gram was discontinued. 


1 to continue PR 





The best rule of thumb is to continue public relations when 
there exists a basic “fit” between management 


and the PR practitioners. 


Another good yardstick is the level of your enthusiasm 

in recommending PR to another company. Based on your own 
experience, have you ever told another businessman that 

a public relations program could be of real value 

to him? If you feel good about recommending PR to 

others, chances are your program is getting results for you. 


From a roundup of experiences, here are three other key 
benchmarks which indicate a PR program should be continued. 


Continue PR if your PR 
practitioner is a valuable 
contributor to management. 


Lack of publicity results may be 
a major factor in deciding to dis- 
continue a PR program. But abun- 
dance of publicity rarely convinces 
management that PR is a good 
thing. Rather, it is the top PR man’s 
contributions as a part of the com- 
pany management which largely 
determines his value. In many of 
the most successful PR programs, 
publicity is only a by-product of 
the PR man’s service as a member 
of management. 

Sometimes it seems that the 
qualities which make a PR man 
valuable to a company have little 


_to do with his specialized skills in 
| publicity and so on. His value lies 


- 
: 
4 


; 
i 
4 


more directly in his ability to serve 


as a management counsellor. He 
becomes a type of management re- 


| source, no more dependent on his 


: 


professional experience to earn his 
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keep than many lawyers who serve 
as consultants and advisors to man- 
agement. 


Consider the case of an educa- 
tional institution. The president 
states that his public relations ad- 
visor is helping to shape the ulti- 
mate destiny of the school. Says the 
president: 

“My public relations advisor 
forces me to think in terms of the 
long range. He keeps pressing for 
well articulated statements, public 
and private, as to what we are try- 
ing to do and where we are trying 
to go. This has forced on me a 
good deal of thinking and planning 
—all of which benefits the faculty, 
the students, the school as a whole. 
Our PR advisor, in fact, has forced 
me to become a better president, 
by forcing me to strengthen my 
leadership abilities.” 


2. Continue PR when PR 
materials prove useful tools 
of management. 


Everybody likes to see tangible 
materials that result from PR effort 
and give evidence that something 
has happened. These may be pub- 
lished articles, newspaper clip- 
pings, awards won, speeches de- 
livered, films shown. 

These things, once having hap- 
pened, could be considered to have 
served their purpose. But frequent- 
ly they can be put to further use 
in various ways to serve manage- 
ment’s ends. If a company finds 
PR materials are valuable tools of 
management, chances are the pro- 
gram is one that is well worth 
continuing. 


vet 7 
Or exampie 


This is perhaps most obvious in 
the field of sales. A manufacturer 
of cosmetics uses public relations 
every time a new product is 
launched. The PR program turns 
up a great deal of printed pub- 
licity. But management doesn’t 
stop there. The clippings are re- 
printed and used by salesmen to 
convince distributors and retailers 
that the new product is definitely 
worth handling. 

One company in the mail order 
business uses public relations ma- 
terials to help keep its banks con- 
vinced of the soundness of the 


enterprise. 
Another company discovered 
that a merger possibility was 


realized because of the impression 
created by a presentation of PR 
results. 


3. Continue PR when it helps 
you maintain competitive 
position. 


It is a fact that public relations 
looms largest to the company con- 
cerned about the conquests of 
competitors. 

(Continued on page 116) 
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Do you needa 
Distribution manager? 


Failure of a company to keep competitive pace is frequently due to bad 


organization in the area of distribution. The best product sold by the best 


sales force can’t overcome a weak link in distribution. When that link is 


weak, costs soar, service tumbles. Here’s how profit conscious companies 


are solving the problem—with a distribution manager. 


by Philip F. Cannon 


Vice President, Barrington Associates, Inc. 


Ms Add a distribution 
manager to your organization and 
many muddy problems of manage- 
ment fade away. 

That’s the common experience of 
firms that have brought order to 
the troublesome area between sales 
and manufacturing by adding a dis- 
tribution manager. 

The duties such a man can pull 
together are many, ranging from fin- 
ished goods inventory to design of 
special packing (see box). 

Could your company profit from 
a distribution manager? Experience 
shows that you probably could if 
two or more of the following con- 
ditions exist: 


[] You have broad regional or na- 
tional distribution of bulky products. 


[_] You have branch warehouses to 
service sales regions. 


[] You have a highly competitive 
customer service location situation. 


(] You have substantial outbound 
freight costs—absorbed by either 
your company or the customer. 


[] You have substantial intra-com- 
pany transfer of merchandise. 
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What are the duties 
of distribution? 


When a distribution manager is 
named in a company, his respon- 
sibilities usually include the fol- 
lowing elements: 
Finished goods inventory con- 
trol. 
Traffic and transportation—the 
movement of inbound materials 
to the factory, and the movement 
of finished goods from the fac- 
tory to final customers, branch 
warehouse or regional distribu- 
tion center, another factory, 
forwarding or classifying points. 
Location of branch ware- 
houses. 
Operation of branch ware- 
house. 
Order processing and related 
administrative functions (par- 
ticularly in a branch system). 
Certain phases of customer 
service, particularly inquiry on 
order status. 
Finished goods materials han- 
pera of special packing (and 
n of spec ng (ang, 
under certain conditions, pack- 
age design as well). 


[] You have a large investment in 
finished goods inventories and fac- 
tory warehouse space. 
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(-] You have a seasonal demand that | 
places peak loads on distribution, or | 


a type of production that generates 
seasonal irregularity. 


The common picture 


Commonly the various elements 
of distribution responsibility are 
split up among several departments. 
Manufacturing has some, marketing 
administers others, the controller is 
often involved, and there may be a 
traffic manager reporting directly to 
the president. 

When this split-up exists, it is vir- 
tually impossible to cut distribution 
costs to the minimum level where 


they belong and to raise customer | 


service to the maximum level where 
it should be held. 

For example, let’s consider this 
case of a medium-sized manufac- 
turer of a bulky consumer item: 

Responsibility for distribution was 
split between manufacturing and sales, 
and there were plenty of gray areas. 

The factory was producing accord- 
ing to a production plan that was fine 
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These two charts (before and after) tell the story of a manufacturer of a bulky, 
inexpensive, non-durable consumer item, plagued by distribution problems (see 
case details in article text). The company has one plant, two major warehouses, 
and uses a large in-transit warehouse during the busy season. 


FIGURE 1. BEFORE -Scattering of functions required everyone to get into the act, created 
gray areas of divided responsibility. Under this plan of organization, the company simply 
was not doing a good job. Most decisions concerning distribution required a mass meeting, 
and it was impossible to fix responsibility for accomplishment. 


FIGURE 2. AFTER-To solve the problem of service and cost, this company took the full 
step of setting up distribution as a major operating function, reporting directly to the presi- 
dent on the same level as manufacturing and marketing. By integrating the responsibilities 


fer distribution, the company eliminated the paralyzing effects of the former organization 
concept, and was able to meet customer service requirements at the lowest costs ever. 


= 
= 


4 Involved in distribution decisions. 
[-_] Not involved in distribution decisions. 
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FIGURE 3, A company with several plants and 
branch warehouses adopted this recommended plan 
of distribution organization and accomplished the fol- 
lowing: 1) unified responsibility at the plant level for 
administering distribution functions, with line control 
under the factory manager, and functional direction 
under the corporate distribution director; 2) relieved 
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the marketing vice president of responsibility for estab- 
lishing and operating branch warehouses, thus breaking 
up their traditional pattern of setting up branch ware- 
houses to correspond with the location of branch or 
regional sales offices; 3) injected an objective and neu- 
tral party to strike a balance between service needs on 
one hand and cost of service on the other. 
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in itself, but it didn’t consider inven- 
tory requirements and didn’t adjust 
when actual sales differed from fore- 
cast. In the peak season, there simply 
wasn't enough of the right kinds of 
stock on hand. 

Many orders were complete except 
for one item, but customers refused to 
accept split shipments. The traffic man- 
ager (who reported to the controller) 
was under strict orders to hold cus- 
tomer orders for complete shipment, so 
more valuable days were being lost on 
these orders that had been held up 
through poor planning. 

The sales department couldn’t an- 
swer customer inquiries on order status 
intelligently, because shipping had 
held orders out of file while the freight 
car was being made up. 

The plant was running overtime in 
a crash program to make up order de- 
ficiencies, while the warehouse was 
bulging with the wrong items. 

No single executive could answer 
the president when he demanded, 
“Why aren’t our products being 
shipped on time?” Decisions affecting 
distribution were not being presented 
to an executive who was far enough 
up the management ladder to see the 
whole picture. 

You can eliminate problems like 
those in the case above through 


clear definition and assignment of 
distribution responsibilities. 

But where should responsibility 
for distribution be placed? Con- 
sider the three possibilities: under 
marketing, under manufacturing, or 
under a newly created position of 
distribution manager. 

The first two of these three pos- 
sibilities have serious drawbacks. 
For example, consider what can 
happen when distribution responsi- 
bility is under marketing: 
® The sales point of view may be 
inclined to provide superlative cus- 
tomer service, possibly resulting in 
such things as over-investment in 
branch warehouse inventories, ex- 
cessive use of L.C.L. and L.T.L. 
shipping, or other inordinate ex- 
penses. 
= The traffic department, when 
controlled by marketing, might be 
limited in its ability to provide nec- 
essary services to other functions of 
the business, such as manufacturing 
and purchasing. 
® Branch warehouses might tend to 
be located automatically with branch 
sales offices, even though the or 
ganization and location of selling 
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functions in a territory seldom bear 
any relationship to the economics of 
warehouse location. 

m Sales executives get saddled with 
distribution economies—a highly 
technical operating function for 
which they may have little training, 
and less understanding. 

Now consider two limitations that 

can exist when distribution respon- 
sibility is placed under manufactur- 
ing: 
@ Operations are restricted under 
the dominance of the manufactur- 
ing point of view, which is neces- 
sarily a limited one—usually not 
broad enough to include an objec- 
tive evaluation of the needs of mar- 
keting. 


® Distribution is treated as a sub- 


ordinate function that does not merit 
first-rate attention from manufac- 
turing executives. 


The distribution manager 

Now consider the third possibil- 
ity—that of adding the position of 
distribution manager to your organi- 
zation. The captioned organization 
charts on these pages indicate that 
there are various ways that the dis- 
tribution manager can be placed, 
either in a line or staff capacity, de- 
pending on conditions in the firm. 

In some special situations, it may 
not be feasible to have distribution 
report to the president. The reasons 
for this situation may involve the 
special nature of the business, pe- 
culiarities of the existing organiza- 
tion, problems of personalities, etc. 


In such cases, an alternate choice 
for reporting would be to an admin- 
istrative vice president whose activ- 
ities usually embrace a wide variety 
of staff functions. The particular 
virtue of this position is that it is a 
neutral corner—one able to evaluate 
dispassionately service requirements 
and opposing cost elements. 

Because problems vary from com- 
pany to company, it is impossible to 
set forth a “canned” or dogmatic 
solution to problems of distribution. 
The details must vary. But by ap- 
plying the concept of integrated 
distribution authority—recognizing 
it as a major operating function— 
you can frequently provide the key 
to maximum customer service while 
holding distribution costs down to 
a minimum. & 





FIGURE 4. Here’s a plan that proved practical in 
solving the distribution problems of a corporation com- 
posed of several semi-autonomous divisions. Each fac- 
tory produces only one product line, but each product 
is distributed nationally. If each division were to under- 
take the distribution of its own products without regard 
to what the other divisions are doing, the waste would 
probably be staggering. A corporate distribution group, 
cutting across divisional lines, is a necessity where 


there are possibilities for combined shipping and ware- 
housing. Such a distribution group not only eliminates 
the gaps between marketing and manufacturing, but 
also between divisions—and it assures necessary staff 
service to all divisions. The corporate distribution staff 
provides functional direction of traffic in each division, 
planning and operation of the corporate branch ware- 
housing system, and technical assistance on a wide 
range of problems to divisional distribution groups. 








Involved in distribution decisions. 


| Not involved in distribution decisions. 
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How to organize definite tasks 
for your office force 


To achieve control of office costs, every worker must be assigned specific tasks. Some 


flexibility may be desirable, but if this flexibility in job assignments is overdone— 


if everybody does everything—the work suffers and costs mount. Here is the easy, 


systematic way to assign definite tasks, using task lists and work distribution charts. 


by H. B. Maynard, William M. Aiken, and J. F. Lewis 


H. B. Maynard and Co., Inc. 


This article is extracted from the 
new book, Practical Control of Office 
Costs, described in box on page 60. 


mms One effective way 
to control office work, and thus re- 
duce office costs, is to create a task 
list for each employee. 

The task list includes all of the 
major tasks or duties of the em- 
ployee, and an estimate of the time 
spent performing each task. Usually 
only those tasks that require two or 
more hours per week will be listed. 
For example, “file purchase in- 
voices,” or “type order invoices,” or 
“make weekly absentee report” 
might be listed as tasks for some 
employees. 

Someone who is equipped to an- 
alyze office work will probably be 
the person you will select to develop 
the task lists. 


Consult the supervisor 


. The first step the analyst should 
take is to consult with the office 
supervisor to learn the general func- 
tion of his work area. This informa- 
tion, when studied with the various 
forms, reports, and equipment lists, 
will help the analyst to expedite his 
work considerably. If the supervisor 
has already established a record of 
performance or output, this infor- 
mation can be used in the listing of 
employee tasks and times. Normally, 
however, this information is ob- 
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tained from the employees them- 
selves. 

The actual preparation of the task 
list will be done either by the analyst 
on the basis of interviews, or by the 
employees themselves under the 
guidance of the analyst. A good rule 
of thumb is that if there are four or 
less employees involved, the analyst 
will prepare the lists. If there are 
more than four, the employees will 
fill out prepared forms to supply the 
information. In either case, the com- 
pleted list should be checked care- 
fully by the supervisor. This not only 
helps to avoid omissions and errors, 
but also implies official sanction of 
the employees’ activities. 

The analyst usually requires from 
one-half to one hour per employee 
to compile a task list. If there is a 
similarity of duties among a group 
of employees, the interviews will 
naturally require less time. When 
the interviews and listings have been 
completed, the analyst will need 
several hours to review the lists and 
to do any necessary rechecking. 

When the employees prepare task 
lists for their own jobs, the follow- 
ing course of action is recommended 
to expedite the survey: 

1. The analyst interviews one em- 
ployee and prepares a task list for 
his job. 

2. The group to be studied is as- 
sembled and shown how to prepare 
their lists, using the task list pre- 
pared for the first employee as an 
example. 


3. A definite time is set for com- 
pletion of the lists. The employees 
should be allowed about one day to 
finish the lists. 

4. As the employees work on their 
lists, the analyst spot checks each 
employee occasionally to be sure 
that his instructions are being fol- 
lowed. 


How to interview employees 

Prior to any personal interviews, 
the over-all controls program and its 
objectives should be explained thor- 
oughly by the office supervisor or 
his superior to all the office workers 
involved in the program. They 
should be made to understand that 
the purpose of the program is to get 
better utilization through improved 
scheduling and work distribution. 
It is in no way a condemnation of 
their efforts. If it is in line with com- 
pany policy it is always helpful to 
assure the workers that their em- 
ployment is not in jeopardy because 
of the program. 

The analyst's first direct contact 
with the individual worker probably 
occurs when he prepares the task 
list. He explains to the employee 
what a task list is and how it is used. 
Using a sample list, the analyst 
points out that only major duties 
should be listed. The purpose of this 
part of the survey is to determine 
the tasks of the group as a whole, 
and also the manner in which the 
duties are distributed among the in- 
dividuals in the group. 
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By means of interview the em- 
ployee will tell the analyst what his 
principal duties are and give a brief 
description of the procedure he fol- 
lows. The tasks are specific assign- 
ments, such as: “type monthly sales 
reports,” or “dispatch production 
orders,” not general duties, such as 
typing and filing. At first the em- 
ployee may have difficulty in defin- 
ing what his duties are. As the inter- 
view proceeds, however, there may 
very likely be a tendency for the 
employee to list many duties that 
are not too significant from a time 
standpoint. The analyst should 
avoid listing the minor duties that 
either occur very infrequently or 
take very little time when they do 
occur. For example, a girl may re- 
lieve the switchboard operator on 
infrequent occasions when the regu- 
lar relief operator is absent. Because 
this is a very minor part of the girl’s 
regular work, it is not listed on the 
task list as a principal duty. The 
analyst hopes to find from one to 
four major tasks for any one em- 
ployee; if an employee's duties are 
quite varied, the analyst should try 
to condense them into a maximum 
of 10 to 12 tasks for that employee. 

The hours required per week for 
each listed task are estimated by the 
employee or his supervisor. For ex- 
ample, an employee may process 20 
claims a week at an estimated aver- 
age of 30 minutes per claim. On this 
basis he estimates a total of 10 hours 
per week for that particular task. A 
report requiring one whole day each 
month would be listed as eight hours 
divided by four weeks per month, 
or two hours weekly. 


Why definite tasks? 


During the compilation of the task 
lists, it is often brought out that a 
number of the personnel are per- 
forming the same task. In some cases 
it may be desirable to have extreme 
flexibility in the office. Management 
may want a typist to be able to 
handle mail, file, substitute at the 
switchboard, or act as receptionist. 
Then, when vacations, absences, and 
transfers occur, it is much easier for 
the supervisor to switch his person- 
nel about to handle an emergency. 
Often, however, this flexibility may 
be carried to the extreme point that 
no employee is really responsible for 
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Figure 1 
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Name Occupation or Title Classification 
Mary Smith File Clerk 
Department Section Supervisor Date 
Billing Brown 7/31/59 
3 
o E = 
Q DESCRIPTION 5 clve «x 
x ¥- sil3se 
= Pa Gizraes 
Ue Check customers’ name and address for billing Daily 15 
2 Mail invoices—last 2 hours each day Daily 200 10 
a, Fiie invoices—when time permits, about 2 hours a day Daily 10 
4, Maintain record cards of customer name and address— 
approximately 12 hours 2 times a week Wky 3 
a Weekly supply order Wky 2 
Total 40 


Figure 2 














WORK DISTRIBUTION CHART —Billing Dept. 































































































9 ” > 
No. Task si qc jsis 3 2 giz 9 6 
= 5 > 
er IS 1S8lEIS TE lez iel=z 
Process invoices: 
i Domestic 48 8 40 
yi Export 12 12 
a. Check customer name 25 15 10 
4. Maintain customer name 3 3 
records 
5. Price invoices y Ge 25 
é. Maintain price records 5 5 
a Extend invoices 25 5720 
8. Check extensions 20 5115 
Type invoices: 
9. Domestic 60 30 § 20 5 5 
10. Export 15 107 5 
ld, Type letters 10 10 
Ez. Type reports 4 4 
Proofread invoices: 
wm, Domestic 35 15120 
14. Export i0 10 
15. Control invoices 15 15 
16. Mail invoices 10 10 
17. File invoices 10 10 
18. Special projects 12 5 3 4 
1g: Miscellaneous 16 2 5 oi eis 
Total Hours 360 40 40} 40} 40} 40} 40 | 40 | 40 | 40 
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All your semi-active or inactive records 
are instantly available. What a time and 
money-saver today! 

Rigidized permanent Drawer and Shell 
construction eliminates shelving and costly 
searching (the biggest item). 

All this at half the cost of steel because 
“CONVOYS” are heavy duty 
corrugated board processed to 
remarkable strength. 

Sizes: letter, legal, 
deposit slip, tab card 
10 others. 

There's a dealer 
near you — or write 


CONVOY, Inc. 


Canton 6, Ohio 
Station B, Box 216-M 
(Circle number 118 for more information) 


You Get Things Done With 
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Boardmaster Visual Control a 





BOARDMASTER VISUAL CONTROL 


xy Gives Graphic Picture of Your Operations 
—Spotlighted by Color 

- Facts at a glance—Saves Time, Saves 

Money, Prevents Errors 

Simple to operate — Type or Write on 

Cards, Snap in Grooves 

Ideal for Production, Traffic, Inventory, 

Scheduling, Sales, Etc. 

Made of Metal. Compact and Attractive. 

Over 500,000 in Use 


Complete Price 449°° including cards 


24-PAGE BOOKLET NO. M-500 
| FREE Without Obligation 


Write for Your Copy Today 


GRAPHIC SYSTEMS 
Yanceyville, North Carolina 
(Circle numher 178 for more information) 
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When no one is really responsible for a given task, 


ABOUT THE IMPORTANT NEW BOOK 
FROM WHICH THIS ARTICLE IS TAKEN 


You can cut your office costs 20% to 30% in a few months. 
Bigger savings will follow. 


This promise is made in a new book—and the book spells out 
a program that produces these savings. 


The book, from which the accompanying article is extracted, 
is Practical Control of Office Costs, by H. B. Maynard, William 
M. Aiken and J. F. Lewis. These authors are president, vice presi- 
dent and senior consultant of H. B. Maynard and Co., one of the 
world’s most highly respected management consulting firms. 


The cost control program offered in this book has already been 
applied in many companies of various sizes and types. It has 
resulted in office productivity increases of from 30% to 50%. Yet 
the program itself adds no more than 1% to total office costs. 


Universal Office Controls. The program is based on a set of 
standard time values that cover 95% of all office tasks. Called 
Universal Office Controls, these priceless data make it possible 
to measure and control office work without a stopwatch or other 
costly methods. 


These time values, developed during years of painstaking work, 
are published for the first time as part of Practical Control of 
Office Costs. The book explains in clearcut, easy to read language 
exactly how to apply these office controls without causing em- 
ployee resentment. 


For more details on Practical Control of Office Costs, including 
the table of contents, and how to obtain a free trial copy, see 
page 80. 


Left to right: authors J. F. Lewis, 
H. B. Maynard, William M. Aiken 
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work is bound to suffer. 


a particular task or series of tasks, 
and the work suffers. Versatility is 
certainly desirable, but it must be 
tempered so that each employee has 
his major responsibilities, and they 
are recognized as being his respon- 
sibilities. 

Management must also weigh the 
advantages of flexibility against the 
advantages of specialization. The 
more frequently a person performs 
a task, the better he becomes at it— 
both quality- and quantity-wise. 
This, of course, has a direct bearing 
on the cost of the operation. 

In small companies, it is usually 
necessary for an office worker to be 
able to handle more than one job. 
This must not be an excuse, how- 
ever, for the office work to be as- 
signed in such a way that everyone 
has a hand in every detail of the 
work. In such an office it becomes 
too easy to “pass the buck’”—too dif- 
ficult to fix clearly the responsibility 
for late reports, excessive overtime, 
or errors in the work. 

One of the important steps in set- 
ting up controls is to assign each 
person a specific task or combination 
of tasks. Once a clerk knows the 
duties for which she is responsible, 
she will feel the necessity of doing 
them, or face the unpleasant alterna- 
tive of finding a good excuse if her 
work is not done correctly or on 
time. The office force assigned to 
specialized tasks can still be flexible. 
Clerks can be rotated from job to 
job, or task to task for a definite 
period of time. A clerk may switch 
from one task to another during the 
day to balance the workload, but 
she would do it within definite lim- 
its. In this way, clerks can be trained 
to handle a variety of duties or jobs, 
but management still has the benefit 
of specialization and the work is 
much better controlled. 


Combined task lists— 


work distribution chart 


Figure 1 on page 59 shows a task 
list for Mary Smith, a file clerk in 
the Billing Department. When the 
task list is examined it is not hard 
to see how the analyst proceeded 
to obtain the information from 
the file clerk. What are the major 
duties she performs? Her first 
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WHICH MARK IS YOURS? 







oR 
Bold, stencil mark- 
ing complies with 
Marking Rule 6. 


as 









Tiny, typed address 
is difficult to read. 





FOUR SIZES: 
1”, %”, Y,’", dd 


“FREIGHT MUST BE STENCILED or otherwise 
durably and plainly marked” reads Rule 6, Marking Freight. 


Do your shipments pass this test? 
PLAINLY MARKED—can you read the address at 10 feet? 


DURABLY MARKED — is the address weatherproof 
and permanent? 


Careless marking costs shippers millions of dollars yearly, 
say railroads and truck lines. Proper marking would save this. 


Try the Marsh Stencil Method on your shipments 
one week free. Write for sample stencil of your name and 
24-page booklet on proper marking. 


IMARS 


67 


MARSH STENCIL MACHINE CO. eeoecs 











; BELLEVILLE 19, ILL. : 
> Pin to letterhead and mail for free booklet and sample stencil : 
¢ of your name. ° 
* NAME : 
* TITLE ; 


WTOPRCETCRTELITCLELE LUV eUTE,Y ee ee ree ee ee ee 
(Circle number 141 for more information) 
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_RIVER FRONT SITE! 


ei Oe 


R. R. 
ATLANTIC COAST LINE 


Check the Advantages of 


This Savannah River Tract 
in the Southeast Coastal 6! 





Want a river front site close to a major port? Then in- 
vestigate this 1,500-acre plant site just nine miles north 
| of Savannah, Georgia. 


‘es This tract has a 5,000-foot frontage on the Savannah 

River; 9-foot channel provides ready access to Savan- 

IL. nah’s port facilities. Site is also serviced by an Atlantic 

Coast Line mainline track and Georgia Highway 21. 

| Ample power and natural gas available. Good labor 
supply—easily and quickly trained. Cooperative gov- 
ernment; mild climate; excellent living conditions, rec- 
reational and educational facilities. 


ow een ed <r . 





a” 


These and many more advantages make this river 
Za front site well worth your investigation. Write, 
q wire, or phone Coast Line’s industrial de- 
q velopment specialists for details. All in- 
quiries held confidential; no obliga- 
d tion, of course. 








... serving the Southeast Coastal 6 


Oirect Inquiries to: 


: i R. P. JOBB 

Assistant Vice-President 
Department M-40 
Atlantic Coast Line Railroad on 
Wilmington, N. C. 


oy, =zey‘Ve 


(Circle number 106 for more information) 
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duty each day is to check in her files 
the names and addresses of custom- 
ers to be billed. She rarely finishes 
this before the morning rest period 
at 10:15 but she is always done be- 
fore noon. So she estimates this task 
takes about three hours per day or 
15 hours per week. Her last two 
hours each day are usually devoted 
to mailing invoices that were typed 
by others during the day. This 
amounts to another 10 hours per 
week. She also files invoices for an 
average of two hours per day, or 10 
hours weekly. Twice a week she 
spends 1% hours posting customer 
record cards—a total of three hours 
a week. Finally, she spends about 
two hours each week getting sup- 
plies. These five tasks account for 
Mary Smith's 40-hour week. 

From this description it is clear 
that the weekly time for each task 
is a rough approximation. No at- 
tempt is made to record rest periods 
or minor duties on the task list. The 
tasks that are listed are the impor- 
tant duties that require study. From 
the estimates, the analyst can see the 
relative importance of the tasks and, 
thus, concentrate his efforts to the 
best advantage. 

When the task lists for all the jobs 
are completed, the analyst records 
all of the duties and estimated times 
for the whole office (or department ) 
on a common sheet, known as the 
work distribution chart. With this 
chart he can analyze the distribution 
of duties and times for the entire 
group. Figure 2 on page 59 is a typi- 
cal work distribution chart for the 
Billing Department, which includes 
Mary Smith, file clerk. 


The work distribution chart shows 7 


that, in addition to the estimated 
15 hours per week of Mary Smith, 
Jeanne Murphy spends 10 hours per 
week checking customers’ names 


and addresses for billing. Thus, a | 


total of 25 hours per week are de- 
voted to this task. Obviously, any 
one task list by itself tells only part 
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of the story. The combined list, or = 


work distribution chart, is needed 


to get the over-all picture of the | 


office. 

An examination of the work dis- 
tribution chart shown in Figure 2 
shows that the principal tasks are 
processing, typing, and proofread- 
ing the invoices. In discussing these 
three tasks the analyst saw that the 
export invoices were much more 
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complicated than were the regular 
invoices. The export invoices had 
many special requirements, and 
some of the girls could not handle 
them. Consequently, the analyst 
made separate task estimates for the 
domestic and the export invoices. 
Total time on these three principal 
tasks is shown below: 


Number Task Hours 
1,2 Process invoices 60 (48 + 12) 
9,10 Type invoices 75 (60 + 15) 
13,14 Proofread invoices 45 (35 + 10) 
Total 180 


The 180 hours estimated for these 
three tasks represent 50% of the 360 
total hours for the office. Before the 
task lists had been prepared it had 
been assumed that these three tasks 
represented practically all of the 
work that was being done by the 
nine girls. 

A thorough analysis of the meth- 
ods and procedures used on these 
tasks might reveal an opportunity 
for a substantial cost reduction. The 
analyst makes it a point to study 
these major duties in detail for pos- 
sible improvements. Naturally, he 
looks for improvement in all the 
tasks, but the work distribution 
chart helps him to concentrate his 
efforts first on the work which has 
the greatest potential savings. 

The tasks numbered 18, Special 
projects, and 19, Miscellaneous, are 
not specific duties. Special projects 
are tasks which are subject to con- 
siderable variation in both the na- 
ture of the work and the time re- 
quired to do it. For example, the 
Billing Department may be asked to 
verify an item for which a customer 
was billed, but claimed he did not 
receive. Or they may be asked to 
work up an analysis of all the busi- 
ness with a major customer for the 
past three years. 

Miscellaneous duties are those 
that require short periods of time 
and occur infrequently, such as ob- 
taining supplies, cleaning out old 
files, or relieving the switchboard 
operator when she is absent. 

For Special projects and Miscel- 
laneous work, it is not practical usu- 
ally to attempt to analyze and meas- 
ure the work in detail. The estimated 
times necessary for the work that 
are listed on the work distribution 
chart serve as a control until a more 
reliable measure is obtained from 
work sampling or comparisons with 
other work. @ 
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and 
transcribing 


Stenocord 
helps you 
do more 


f=) For private dictation or con- 
ference recording, start, stop, 
review, erase or correct ... n0 
need to worry about pushing the 
wrong button—there’s only one! 


in less time 
at 
less 
Cost... 








STENOCORD'S reusable MAG- 
NETIC BELT és proved best. 
Fold it, mail it, file it, use it 
hundreds of times over — you'll 4 
get true fidelity every time! Py 





No other dictating machine — at any price — will help you do your job as easily 
and as well.Your first five minute test will prove that STENOCORD incorporates 
all the best features of expensive machines — without their drawbacks. Here are 
just a few of the many features you will find: Light, magnesium-alloy body for 
easy portability and strength; automatic warning buzzer to signal end of belt; 
control lights; ultra-sensitive sound pickup for conference use; pin-point index 
control. All this and more, ready to use for only $499.50 plus tax «= 

Full line of accessories available. 


To: Stenocord of America, Inc. or Pacific Instruments Corp. 
send coupon today for 29 Broadway 940 N. Fairfax Ave. 
New York 6, N.Y. Los Angeles 46, Calif. 
(Tel: BO-9-1480) (Tel: OL-6-0020) 
5-DAY FREE TRIAL YES! I want proof of how STENOCORD will save 


me more time and money. 


IN THE PRIVACY 0) Phone to arrange FREE 5-day trial in my office 
0 Send FREE literature only 
N 
OF YOUR oFFice «= aa 
City. Zone State 
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personnel form 


an all-purpose job 


All personnel facts, figures, and statistics are instantly available with this 


recordkeeping method used at Stromberg-Carlson. The method is so simple 


and efficient that it has saved the equivalent of four employees’ time. 


by Kenneth F. Sheehan 
Systems and Procedures Analyst, Stromberg-Carlson Division 
General Dynamics Corp., Rochester, N. Y. 


Personnel record- 
keeping has been cut to the bone at 
Stromberg-Carlson where a single 
form contains all the facts on each 
employee. 

It’s a form that could be easily 
adapted by other companies, large 
or small. 

In our case, the form is tied in 
with our integrated data processing 
system. Because of this, we can get 
any information we need—in min- 
utes—on any of our more than 8,000 
employees in plants and _ offices 
across the country. Also readily ob- 
tainable are up-to-the-minute master 
lists for payroll, attendance, review 
and probation, and employee ad- 
dresses. 

We are able to maintain em- 
ployee seniority listings on a day- 
to-day basis—a feat we previously 
found impossible. Further, within 
four hours, a complete and accurate 
seniority list can be prepared and 
distributed. 

We can determine rapidly the 
characteristics, skills, prior experi- 
ence and many other pieces of em- 
ployee information that are needed 
in operating a factory. The records 
of all employees with the same 
qualifications or attributes can be 
put in the hands of the personnel 
manager in minutes. 

This last point is of considerable 
importance to us because of the 
large numbers of skilled and tech- 
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nical people we employ in our oper- 
ation. Stromberg-Carlson’s opera- 
tions deal with electronics, and it is 
essential we have the right man for 
the right job. 


The old way 


Formerly our personnel records 
were prepared and maintained man- 
ually. Separate records were kept to 
cover personal, rate, seniority, pay- 
roll, vacation, and address informa- 
tion. Information that was common 
to all of these records had to be 
typed, written or key-punched indi- 


vidually. Now, all of this informa- 
tion is obtained in one writing. 


Further, after records had been | 
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prepared and up-dated in our © 
former system, they did not lend | 
themselves to rapid classification © 
and reclassification. Also, while our © 


employee information was as com- 
plete as it is presently with IDP, we 
found it was not economically feas- 
ible to tabulate the records and 
prepare reports for analysis pur- 
poses. 

The focal point of our new system 
is the preparation of a Personnel 


These Personnel History Records can be located and removed in three seconds. 
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PERBONNEL History Recorn 





The easily visible gap between forms makes refiling a removed record fast and simple. As shown on the form at the back, 
each Personnel History Record has a slot for punched tape. The tape contains the same information typed on the record. 


History Record. This record con- 
tains every piece of information we 
need to know about an employee— 
name, permanent employee num- 
ber, date of each status change, 
wage rate, tax deductions, educa- 
tion and experience, etc. These 
records are filed by employee num- 
ber in a Visirecord visible-vertical 
system. 

Locating a particular Personnel 
History Record in these files can be 
performed in a single motion. The 
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files are divided by key numbers, 
corresponding to the permanent em- 
ployee numbers. All an operator has 
to do is locate the key number, flip 
open the visible-vertical file, and 
the desired record is in clear view 
and ready to be removed. The whole 
operation can be performed in three 
seconds. 

Each individual form has two 
edges exposed when it is in file posi- 
tion. This makes possible complete 
indexing and identification. The op- 


erator locates the record she wants 
before she has touched any single 
card. 

The first document she touches 
is the one she is looking for. These 
files, then, give us the dual advan- 
tages of visible indexing and the 
compactness of vertically filed 
records. 

This filing system also protects 
gur records, which must be used 
over and over again. The cards rest 
on a corduroy base and are notched 
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NEW ACME VISIBLE ROTARY 


handles more records, faster, in 
50% LESS SPACE! 


The modern Rotary look in your office 
looks even better in your books. For this 
revolutionary advance in record han- 
dling saves up to 50% in high-cost floor 
space while it gives quick access to as 
many as 250,000 records. In billing, 
order dispatching, inventory control, tab 
card filing and customer service opera- 
tions, it ends expensive waste motion. 
Work rotates to the worker with push- 
button speed! A new “Report” shows 
how Rotaries save time, money, space 
for industry, utilities, transportation. 
SEND COUPON for FREE COPY. 





yr Nee VISIBLE 








World’s largest exclusive makers of visible 
record systems. 


ACME VISIBLE RECORDS, Inc. 
1204 West Allview Drive, Crozet, Virginia 
Please send free report on the ‘Revolution in 


Record Handling’’ . . . showing many types and 
sizes of power and manual Rotaries. 


NAME TITLE 





COMPANY 





ADDRESS. 





CITY. ZONE____ STATE. 
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to ride over spacer rods. There is no 


binding and no opportunity at any ae 
point for damage from constant} * cs 
‘aras. 

wear and tear. one 
The 
Paper tape by-products Is so 
attend: 
The Personnel History Record is cordin: 
prepared on a Friden Flexowriter, ployee 
An operator types information onto Too 


the record with the Flexowriter. As} certain 
a by-product of typing the history) certain 
record, two punched paper tapes} tion, pt 
are created. One punched tape con-} merely 
tains all the information that was} tistics | 
typed onto the history records. This} and ru 
is folded and slipped into a pocket} Card § 
built right into the master personne} =A co 
form. In this way, the tape is always} for the 
available immediately any time we) which 
have to reproduce information about} yiew ar 
the employee. Our greatest time records 
saving from this tape occurs when} Person 
we have to change or add to the all 8.00 
master personnel record. In _ thi§ for inf 
case, the operator uses the tape id 
reproduce the bulk of the informa; 
tion for the new entry. The only A typic 
manual typing the operator has ty et’s 
do is on the entries that have t¢ of : S| 
be changed. Fits oh 
The second tape is used to typ cithor ¢ 
automatically, the Daily Employ On tl 
ment Report and Daily Change of 
Status Report, formerly typed many 
ually, and then is converted int 





minute: 


new em 
cation is 
where it 





five punched cards through the us¢ complet 
A € ve P, . 

of an IBM 047 tape-to-card com ohecks | 

verter. » tensions 

The cards prepared from the tap Jahor o} 

. . . re oS 

are: Personnel Statistics Card; Payl The fc 


roll Card; Attendance Card; Revie® write; ¢ 
and Probation Card; and Employe§ pe} Hist 
Address Card. Thus, in one oper product 
tion, we have the information f0§ the pa; 
five master lists and two report} along w 
which formerly had to be prepar ployees 
individually and were contained if cards, T 
several blind files. Previously, it wa 
a day’s work to compile the infow 
mation; now it is just a matter @ record ix 
hours. § ployee’s 
In addition to the Personnel Hig visible-y 
tory Records, the personnel depart The n 
ment also is responsible for mail our pern 
taining the files for: b record is 
= The Personnel Statistics Card® event th. 
filed by department and employ 
numbers; and 
@ The Review and Probatio® clerk can 
Cards, which are filed by revie@ about th 
date. = Inadd 

All are kept in visible-vertic§ reference 
posting trays for easy access—excem a built-i 
the Personnel Statistics Cardi against n 
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which are housed in a tub file that 
is designed especially for punched 
cards. 

The Data Processing Department 
is responsible for the payroll and 
attendance files. Both are filed ac- 
cording to department and em- 
ployee numbers. 

To obtain lists of employees with 
certain qualifications or who meet 
certain conditions—say for promo- 
tion purposes—the personnel clerk 
merely has to lift the Personnel Sta- 
tistics Cards from the posting tray 
and run them through an IBM 082 
Card Sorter. 

A complete schedule of operation 
for the entire system has been set up 
which provides us with constant re- 
view and up-dating of all personnel 
records. On special requests, the 
Personnel History Record cards for 
all 8,000 employees can be scanned 
for information within a matter of 
minutes, 


A typical case 


Let’s follow the personnel records 
of a Stromberg-Carlson employee 
from the day he is hired until he 
either quits or retires. 

On the day of employment, the 
new employee’s Employment Appli- 
cation is sent to the Records Section 
where it is checked for accuracy and 
completeness. Also, the control clerk 
checks weekly and hourly rate ex- 
tensions and sorts applications by 
labor grade. 

The following morning, the Flexo- 
writer operator creates the Person- 
nel History Record and the two by- 
product tapes. One tape is sent to 
the Data Processing Department 
along with those of other new em- 
ployees for conversion to punched 
cards. The second tape is placed in 
the ready-made pocket of the Per- 
sonnel History Record and the 
record is then filed by the new em- 
ployee’s permanent number in the 
visible-vertical file. 

The new employee is now part of 
our permanent filing system and his 
record is readily available for any 


| event that might affect him. In the 


case of a change in rate, transfer, 
reclassification, ete., the control 
clerk can locate and pull the card in 
about three seconds. 

In addition to providing complete 
reference visibility, our records have 
a built-in feature which protects 
against misfiling and greatly speeds 
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WEBER MAKKING SYSTEMS 
Weber Industrial Perk 
Mount Prospect, Illinois 











you need them! 








Weber Label Printing Machine produces product identifi- 
cation or content labels when, where and as they are 
required. Cuts costs, eliminates label inventory problems! 


No matter what volume or assort- 
ment of labels you use—shipping, 
product identification, carton con- 
tent, box end, etc. — a portable 
Weber Label Printing Machine in 
your office or plant saves money, 
time and effort. Compact, type- 
writer size—this fully automatic 
machine prints, counts, cuts to the 
size desired, and stacks labels at the 
rate of 105 per minute. 


With a Weber Label Printer you no 
longer need to buy, store and inven- 
tory large quantities of labels. It 
enables you to print your own as 
you need them. You get control and 


Weber 


MARKING SYSTEMS 


Sales and Service in 
all principal cities 


complete flexibility—print shipping 
labels one minute, product identi- 
fication or packing slips the next. 
The Weber Label Printer can be ad- 
justed in seconds to satisfy all your 
requirements for different sizes and 
varieties of labels for use in ship- 
ping, production, packing, inspec- 
tion or for other departments. 
Prints from either a stencil or rub- 
ber mat on practically any roll 
stock—gummed, ungummed, linen 
or pressure sensitive. For more de- 
tailed information on the various 
Weber Label Printers, mail the 
coupon below. 





Puree 








reduce = wn 


marking costs 


WEBER MARKING SYSTEMS, INC. 
Dept. 19-D 

Weber Industrial Park 

Mount Prospect, Illinois 





Please send me complete data on 
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Wire Cloth Company increases 
efficiency and morale with COTTON* 





*Fairfax toweling used by Ludlow- 
Saylor Wire Cioth Co. is supplied 
by Selmier Peer ess Towel & Linen 
Service Co., St. wovis, Mo. 





@® Ludlow-Saylor, one of the largest wire cloth manufacturers in the coun- 
try, has been serving the wire screening needs of industry for ove~ 100 
years. They find, as so many other companies have learned, that untidy sur- 
roundings can affect employee attitude and output. Management repo-ts 
that when cotton toweling was installed in their three St. Louis buildings, 
morale and efficiency increased greatly. 

Cotton toweling means cleaner, safer washrooms. There’s no litter, no 
plumbing stoppage, less chance of fire. And, in the bargain, cotton saves on 
maintenance costs. 

Why not look into the advantages of cotton towels and toweling for your 
operation. For further facts, write for free booklet to Fairfax, Dept. R-4, 
111 West 40th St., New York 18, N. Y. 


Here’s How Linen Supply Works... 


You buy nothing! Your linen supply dealer furnishes 
everything at low service cost—cabinets, pickup and 
delivery, automatic supply of freshly laundered towels 
and uniforms. Quantities can be increased or de- 
creased on short notice. Just look up LINEN SUPPLY 
or TOWEL SUPPLY in your classified telephone book. 


Clean Cotton Towels... 
Sure Sign of Good Management 


Fairlax:-lowels & - 


x TiLe 





WELLINGTON SEARS COMPANY, 111 WEST 40TH STREET, NEW YORK 18, N.Y. 
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refiling. When a record is taken from 
the file, an “out” signal printed op 
the card behind it shows up in its 
place. This, in combination with 
the permanent employee numbe 
filing system, leaves no doubt in the 
mind of another clerk whether 
card is out. Pulling of records i 
speeded, since the records are in no 
way fastened or bound in the filej 
Return of the employee's Personne 
History Record is a matter of simph 
dropping it back into its corred 
position. ' 

Changes in the record are typed 
in with the Flexowriter, using thé 
old tape to fill in unchanged infor 
mation. Of course, two more bys 
product tapes are created. The proc! 
ess then goes through the previous} 
mentioned cycle. When the em) 
ployee resigns or retires, the neces 
sary information is entered on thé 
Personnel History Record, which ref 
mains in the visible-vertical file. By 
flagging these particular recordg 
along the one-inch visible edge 
they are readily identifiable for pull} 
ing in case of rehiring or for check! 
ing retirement benefits. f 

Integrated data processing haf 
given us a modern personnel recor 
system that is simple and depend 
able to use. We have been able ti 
integrate the preparation and con) 
solidation of information on each 
employee in a readily available 
record. In addition, we have a 
manhours equivalent to two em 
ployees and cut down on the post) 
ing time formerly required of tw@ 
other employees, releasing them fof 
other important duties. And, wit 
the visible files as the keystone i 
our system, all personnel informa 
tion is literally available at o 
fingertips. @ 
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procedures analyst for Stromberg 
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Stromberg-Carlson, he was commis 
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Vertex M-1200 Carbon Ribbon Typed characters so sharp and clear that they snap, 
a ribbon so tough and durable that it won’t... 
; that’s Roytype’s Vertex M-1200 Carbon Ribbon, the 
ribbon designed for your electric typewriter. 

Vertex M-1200 Carbon Ribbon is made of an ex- 
‘ tremely durable plastic film. It’s so tough you need 
i never worry about breakage while typing, so thin 
that it reproduces the type face with absolute clean- 
ness and clarity. And the thinness makes it possible to 
get nearly 14 mile of ribbon on each spool! It’s a long 
time between changes with Vertex M-1200 Ribbons. 
§ See your Royal Representative about Vertex 
] Carbon Ribbons for your electric and standard 
IA\ typewriters. Ask him for your free sample. 





ROYTYPE carbon papers, ribbons, quality 
supplies for all business machines 

Roytype makes over 1000 Products of Royal McBee Corporation, 

different ribbons for type- World’s Largest Manufacturer of Typewriters. 

writers and tabulating ma- 

chines. To be sure you're 

using the right ribbons for MAIL COUPON WITH YOUR LETTERHEAD 


the jobs you do, check with 4 
a. thinset Representa- MR. ROY TYPE C/o Royal McBee Corporation, 


tive. His office knowledge Department N, Port Chester, New York 








can help you. Use it soon! Send a Roytype Representative who will explain your 
money saving coupon purchase plan. 


Your Name 


} me | t eee o> 
| Firm Name 


Street Address 
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A magnificent sales opportunity... 
because of a dramatic publishing success 


How to blanket the public school market with advertisin g that works ! 


;. statistics show the surprising fact that 94% of all public school 
enrollment is concentrated into only 12,000 of the 44,000 districts which 
operate schools! 


Only ONE magazine, School Management, has been designed to put your adver- 
tising into the administrative hands of every one of these 12,000 school districts. 
It is the only publication which does not waste advertising dollars on the 32,000 
other districts which have only 6% of the total U.S. pupil enrollment. It is the 
only publication which guarantees to reach the key people in each of the 12,000 
key school districts. 


Because of this planned marketing approach... 


. School Management today is verified “most useful” of all school maga- 
zines read by public school administrators. 


. School Management today is one of the most respected voices in school 
administration. Its development of the first Cost of Education Index, 
for example, is creating widespread interest among the buying decision 
group that controls virtually all public school buying. 


.. School Management és still the fastest growing publication in its field. 


Through your advertisement in School Management you can totally blanket 
the growing school market — and at the same time capitalize on this remark- 
able publication’s high readership. 


Write today for a free report giving a comprehensive analysis of the school 
market — including detailed information on major buying influences, size of 
the market, profit opportunities, people and organizational groups with buying 
authority. Simply write on your letterhead to School Management, 22 West 
Putnam Avenue, Greenwich, Connecticut. Ask for Report E. 


Publishers of: 


SCHOOL MANAGEMENT. [ Site! Manstement 


School Office Equipment 


Magazines, Inc., 22 W. Putnam, Greenwich, Conn. om Construction 
ervices 


ADVERTISEMENT 
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These are the real facts about 
air conditioning 


It’s claimed that you get huge 
profits by air conditioning your 
work facilities. How accurate 
are these claims? This article 
examines the precise effects air 
conditioning can have on pro- 
duction, morale, absenteeism, 
personnel turnover and main- 
tenance. The facts cover air 
conditioning in the office and 


in the plant. 


APRIL 1960 


me = Consider these 
claims about air conditioning: 

® Productivity up 50%. 

@ Personnel turnover down 30%. 

@ Errors down 40%. 

® Absenteeism down 35%. 

These claims have appeared in 
various magazine articles and ad- 
vertisements. 

But are they completely ac- 
curate? 

The General Services Administra- 
tion, which operates all the govern- 
ment’s buildings, wanted to find 
out. 

It installed air conditioning in 
one-half of a building where basi- 
cally the same work is done year 
after year. The other half was left 
as it was. 

The test was run for five months. 
Here is part of the report on the 
test: 

“Numerous reports have... 
[given] accounts of tests in which 
air conditioning is said to have in- 
creased productivity as much as 
50%, but when these reports are 
carefully analyzed, it is generally 
found that other environmental 
changes (such as painting, provid- 
ing higher light intensity and acous- 
tical treatment, etc.) were made at 
the same time air conditioning was 
installed. It is, therefore, fallacious 
to credit air conditioning with all 
the claimed benefits.” 

Does this mean that air condi- 


tioning is a waste of money? Not at 
all. The GSA did find that produc- 
tivity increased, while absenteeism 
and errors dropped. 

However, the findings showed 
that when tested alone, air condi- 
tioning does not always produce 
the high results often reported. 

In fact, here are the percentages 
the GSA reported: 

@ 9.5% increase in work produc- 
tion. 

m 0.9% decrease in errors. 

@ 2.5% decrease in absenteeism. 

= A measurable increase in em- 
ployee health and decrease in em- 
ployees’ living expenses. (Condi- 
tioned air meant less cleaning bills, 
fewer hair-do’s, less makeup re- 
quired, etc.). 

Is a 9.5% production increase 
enough to make air conditioning 
worthwhile? Listen to what the 
Office of Buildings Management (a 
department in the General Services 
Administration ) had to say: 

“Frankly, [the 9.5% increase] ex- 
ceeded our fondest expectations. 
We know, from our previous stud- 
ies, that a seven-minute saving in 
time per employee per day will 
more than pay for the expense of 
an air conditioning system. In other 
words, if work production increases 
only 1.5% per year, the system will 
pay for itself through savings in 
salaries.” 

The classic Hawthorne report, 
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“How much should you spend on air conditioning? I’d say no more than 25% of the total 


annual wages of everyone in your plant or office.” 


published in 1927 by Western Elec- 
tric showed that any change in 
working conditions, for better or 
worse, resulted in increased work 
production for at least a short while. 
Significant about the government 
test is the fact that, alone, air con- 
ditioning produced a 9.5% produc- 
tion increase over a_ five-month 


period. 


Results in other companies 

A task force of government-ap- 
pointed mechanical engineers re- 
ported in 1955: 

“Almost everyone agrees that air 
conditioning is worthwhile, but con- 
crete evidence by which manage- 
ment can justify it does not appear 
to be available. . . . Additional work 
output is not enough [to justify air 
conditioning]. Other factors must 
be considered. These include: 
health, reduced absenteeism, good- 
will, and lower personnel turnover.” 

Now the concrete evidence exists. 
Examine these cases. 

= 80% drop in maintenance costs. 
That’s what John Haro & Sons, 
manufacturers of nylon hosiery in 
Pulaski, Tenn., reported. 

@ 25% to 30% drop in absentee- 


ism. So a recent survey of 75 manu- 
facturing plants in the New York 
City area shows. 

® Sharp drop in turnover rate 
and absenteeism. So reported Alu- 
minum Co. of Canada, after it pro- 
vided specially climatized rooms 
where production workers could 
rest and refresh themselves at regu- 
lar intervals. 

@ 25% decrease in work that has 
to be done over. That’s the report 
of the Elgin National Watch Co. 

= Efficiency almost doubled. De- 
troit Edison Co. found that without 
air conditioning, it took 5,008 man- 
hours to produce 8,988 work units. 
With air conditioning, 10,474 work 
units required only 3,872 manhours. 

This is what air conditioning has 
done for a few companies. Prac- 
tically any firm with air condition- 
ing can claim similar results. 


How much should you pay? 


Here’s a practical rule of thumb 
to use to find out approximately 
how much you should spend if you 
want to air condition your entire 
plant. 

Take the gross annual wage for 
your plant and divide it by four. 


CHARLES V. FENN 
Vice President, Carrier Corp, 


Then take this figure and divide it 
by the number of workers in the 
area to be conditioned. That will 
tell you approximately how much it 
will cost to air condition your plant, 
per worker. 

If you come out with a final figure 
of between $300 and $1,000 per 
worker, experts say it pays to con- 
sider air conditioning your plant. 
With those approximate costs, a 
production increase of 1.5% would 
just about pay for your initial out- 
lay. A greater production increase 
—which, experience shows, is al- 
most guaranteed—means real dol- 
lars saved. 

“When you're thinking in terms 
of air conditioning your whole 
building, you shouldn't spend any 
more than 25% of the total wages 
of everyone in the building,” says 
Charles V. Fenn, vice president and 
general manager of Carrier Corp. 
Machinery and Systems Divisio 
“The same rule applies if you're 
only going to air condition one ar 
You shouldn't normally have 
spend more than 25% of the tot 
salaries of the people who work i 
that area.” 

Often when managers comp 





AIR CONDITIONING COSTS—WHAT PAYS FOR IT? 
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Air conditioning pays for itself—quickly and sim- 
ply—by increasing worker efficiency. Minneapolis- 
Honeywell conducted a survey to find out how much 
of an increase is needed to break even on air 
conditioning costs. The answer was surprisingly low. 

For example, a 1.3% boost in worker efficiency 
pays for air conditioning in the average new building. 
In an existing building, the necessary increase is only 
slightly higher—1.5%. 

This is the formula Minneapolis-Honeywell devel- 
oped to figure these percentages. 


Owning and operating 


— ts of air condition- Percentage of efficiency 
ing per square foot 


increase needed to pay 
— = __ for the cost of a 
complete air condition- 
ing system 





Salaries and wages 
per square foot 
per year 


Here’s how to use this formula to figure what in- 
crease will pay for air conditioning in your company. 


Owning and operating costs. In the average new 
building, it costs $.46 per square foot per year to own 
and operate air conditioning. If yours is an existing 
building, figure on $.55 per square foot per year. 
These are the average figures Carrier Corp. has de- 
veloped over years of study. If you want an exact 
estimate of the cost to your company, consult an air 
conditioning engineer. 


Salaries and wages. To determine salaries and 
wages per square foot per year, take your year’s 
payroll and divide it by the number of square feet 
you want to air condition. 


Efficiency increase needed. You'll get this per- 
centage when you divide your owning and operating 
costs by your salaries and wages. 
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NCR PAPER SAVES MONEY. 


The price of NCR Paper is sometimes higher 
than forms with carbons, but the time saved 
and other advantages far exceed any in- 
crease in price. 


NCR PAPER SPEEDS HANDLING. 


Repeated testing proves the average clerical 
worker can do 30% more work per day if 
he works with forms on NCR Paper! NCR 
Paper eliminates the need for carbon paper 
handling and disposal. 


NCR PAPER WON'T SMEAR. 


Regardless of the number of times a copy 
may be handled, the print will not smear or 
smudge. Because it eliminates carbon paper, 
NCR Paper will not soil hands or clothing. 


NCR PAPER PREVENTS ALTERATIONS. 


NCR Paper can be erased—but not without 
detection. This built-in protection makes it 
one of the safest papers available for busi- 
ness forms. 


NCR PAPER IS EASY TO USE. 


It produces up to 5 copies merely from the 
pressure of a ball point pen or pencil, and 
8 or more copies with a business machine 
or typewriter. 



























zy MULTIPLE 
COPIES 
WITHOUT 


CARBONS! 


For cleaner, clearer, easier-to-handle 
forms...use NCR PAPER 











oLUMN’ 
COL 


28 
osoee > 








STATEMENT 


1A 
y oF AMER py 
ree\COnTRots OED (mons ” 


miLtwauk -——~“cneck NO 









——TJoTAL 


$—-piscount 





s “newt TANCE 


ounrse 


rons 
} 


NCR Paper is ideal for all types of business forms! Call your local 
printer or forms supplier today, and he'll be glad to provide you with 
free samples. 


ANOTHER PRODUCT OF 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 
1039 OFFICES IN 121 COUNTRIES * 76 YEARS OF HELPING BUSINESS SAVE MONEY = |__ 
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A NLT 
A firm 
moved to MAINE 
and... 


PRODUCTION 
INCREASED 


Wii 


In one full year of 
operation the Maine 
labor force of one of our 
new industries has out- 
produced the former 
force by 30%! 


It’s a happy crew of 
people working in a new 
building that was built 
at a savings of $2.00 per 
square foot. 


It’s an industry that is 
using Maine’s unique 
financing program that 
provides up to 100% of 
the cost of all new con- 
struction. 


The key executives are 
happy, too. Wouldn’t 
you be? More produc- 
tion, lower costs, ade- 
quate financing facilities 
and a home in the state 
of better living — 
MAINE. 


If you'll write Lloyd 
K. Allen, Commissioner, 
Maine Department of 
Economic Development, 
Room 212, State Capitol, 
Augusta, Maine, your 
confidential inquiry will 
receive prompt attention 
and complete details 
about the advantages 
Maine has to offer your 
business. 





MAINE DEPARTMENT OF 


ECONOMIC DEVELOPMENT 
Augusta, Maine 
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Air conditioning produces savings in plants as 


the costs of different types of sys- 
tems and units, room air condi- 
tioners or packaged units seem 
more appealing than a completely 
installed air conditioning system. 
That’s because in virtually every 
case, packaged units require the 
lowest capital investment. They also 
have the advantage of easier ad- 
justment to changes made in plant 
layout. 

However, the cost of maintaining 
and operating packaged units runs 
a little higher than the comparable 
costs for completely installed sys- 
tems. Another advantage with com- 
pletely installed systems is that you 
can control the climate in your 
building with greater accuracy. 

A simple way to find out what air 
conditioning will cost your com- 
pany is to have air conditioning en- 
gineers analyze your building and 
turn in an estimate. 

But what many managers want 
to know is: how much of an efh- 
ciency increase will I need to pay 
for the air conditioning? You can 
get this answer by simply using the 
formula in the chart on page 72. 


How to save money 


Carrier Corp., through research 
and experimentation, has developed 
several techniques that can help you 
keep plant or shop air conditioning 
costs down. 

1. Don’t aim for optimum tem- 
peratures and humidity levels. Tem- 

















peratures can be kept in the range 
of 75 to 82 degrees and humidity 
levels up to 60%. These figures are 
higher than those acceptable in of- 
fices, but comfortably lower than 
what may normally exist in the 
factory. 

2. Keep duct distribution systems 
simple and compact. Air can be 
blown greater distances and_ at 
higher velocities in factories than 
in offices. Also, you don’t have to 
worry about a blower system that 
is slightly noisy. Distracting in an 
office, a blower is seldom heard in 
the plant. 

3. Discharge cool ‘air near the 
floor. This technique will stratify 
the hot air near the ceiling—and 
works well particularly in heavy 
machine plants with high ceilings. 
In a big shop, this method can save 
25% of the refrigeration load that 
would normally have to be carried. 

4, Install hoods over drying ovens 
and paint booths. They will act a 
special channels to carry excessive 
heat or fumes outside, before they 
have a chance to spread through 
the shop. 

5. Use shields around machines 
and furnaces. A shield, for example, 
protects workers from direct radia 
tion of such materials as molt 
steel or glass. Shields concentrat 
heat in one spot, reducing t 
amount of air conditioning equi 
ment you need to maintain a go 
working temperature. 
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It can seem fairly expensive at 
first glance to install an air condi- 
tioning system. But an experienced 
air conditioning engineer can often 
save you a great deal of money—in 
ways that might never occur to you. 

Consider these cases. 

Case one: A plastics manufacturer. 
Management thought the roof of 
the main plant was not insulated. As 
part of his thorough inspection, an 
air conditioning engineer found it 
was, 

In fact, the three-quarter inch 
thickness of fiberglass beneath the 
roof meant a saving of 140 tons of 
refrigeration. With air conditioning 
costs at $450 a ton, this scrutiny cut 
$60,000 from the over-all cost of 
climatizing the plant. 

Case two: An engine manufac- 
turer. This company had a lot of 
heavy machinery. It seemed that a 
great deal of air conditioning equip- 
ment was going to be necessary to 
offset the heat of the machines. 

But one alert engineer found that 
most of the machinery operated at 
far below normal capacity, hence 
giving off less heat. Therefore less 
cooling equipment was needed, and 
the saving amounted to $40,000. 

Case three: A toy manufacturer. 
The first estimate of the cost to air 
condition the large, one-floor plant 
seemed high. 

Management asked a specialist to 
see if he could find a way to lower 
the cost. He found that while the 
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heat-expelling machinery was at 
one end of the plant, and assembly 
and inspection was at the other, 
there was no separating wall. His 
recommendation: use canvas drops 
and semi-partitions to keep the ma- 
chine heat from spreading. 

This inexpensive method of heat 
isolation cost the company less than 
$200. The savings amounted to over 
$50,000. 


Do you need total conditioning? 


Some companies will reap the 
greatest savings in efficiency, turn- 
over, absenteeism, etc. only when 
they install a total air conditioning 
system.* 

Other firms may need to air con- 
dition only one or two areas. And 
still others may want air condition- 
ing only for a few individuals in the 
company. 

These case histories may help you 
decide which system would be best 
for you. 

Case one: A heavy manufacturing 
company. Complete air condition- 
ing paid off for this company. 

The plant is located in an area 
where climatic conditions make 





* Air conditioning engineers define a total, or 
complete year-round air conditioning system as: 
refrigeration to cool air in the summer; heating 
to warm it in winter; equipment to remove ex- 
cess moisture in summer; equipment to add ade- 
quate moisture in winter; air cleaners to remove 
at least 90% of airborne dirt; wall thermostats 
for individual work spaces; balanced distribu- 
tion of conditioned air; filters to remove gases 
and odors. 





not just duplicating 
but...quality office printing ! 





Printing Press Features 
Produce Printing Press Results 


The world’s largest manufacturer of 
duplicators has successfully combined 
the simple, economical stencil duplicat- 
ing process with the principles of the 
printing press...making possible results 
which you will compare favorably with 
the work you once bought from outside 
professional services. Your office girl 
operates the Gestetner and won't get a 
finger smudged in the process. Printer‘s 
style paste ink, in disposable tubes, is 
automatically fed to dual cylinders 
where it is impressed on paper through 
a silk screen...and, in color, too! Even 
the finished run is automatically jogged 
into a neat stack and the machine shuts 
itself off when the required number is 
printed. 


Make Your Own Stencils 
ee 


rgmige! 


Place original (even paste-up layouts) 
around one cylinder and a blank stencil 
around the other. Turn the switch—that's 
all. A finished stencil 


in minutes. 









GESTETNER CORPORATION 
216 Lake Avenue, Dept. 44, Yonkers, N. Y. 


Send descriptive literature and specimens. 
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How to Please the Boss... 


SAVE EXECUTIVE TIME © REDUCE REFERENCE ERRORS © BUY 


HANO TAB FORMS 
‘Shaded | 


Columns = 


Easy Reference ai 
AT NO EXTRA COST ea" 


When reports go to “The 
Boss”, why not make them 
error-free, more readable, : 
quick and easy to use —— 
for comparisons and figure 
analysis. Everyone will be 
pleased. Hano Lithographed 
Tabulating Forms with 
shaded vertical or horizontal 
columns are the answer. 
They are worth looking into 
right away. 
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HOLYOKE, MASSACHUSETTS 


BRANCH PLANT 
MT. OLIVE, ILLINOIS 





write for 
FREE SAMPLE PACKET NO. 101 


LITHOGRAPHED BUSINESS FORMS SINCE 1888 











From this 
“idea book” 








...Ways to cut _ 
office costs § 


wot 


What’s your office problem? Whether 
it’s to cut office costs, save space, 
make the individual office worker 
more efficient or improve office ap- 
pearance, the new 248-page Shaw- 
Walker Office Guide can help you. 


It also pictures, describes and 
prices 5000 items—Clutter-Proof 
desks; Correct seating chairs; Fil- 
ing cabinets in 347 styles and 
models; Simplified filing systems; 


Fireproof record keeping equip- 
ment; Automation accessories. A 
gold mine of ideas. 


FREE to office and purchasing executives: 
Request on business letterhead or phone 
your Shaw-Walker representative. 


SHAW-WALKER 


MUSKEGON 33, MICHIGAN 
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controlled temperature and humid- 
ity almost a necessity. A total sys- 
tem has been in operation at this 
plant for three years. Officials re- 
port these advantages: 

1. Better workmanship at lower 
cost, owing to absence of wide 
fluctuations in temperatures of 
tools, fixtures and parts to be ma- 
chined. 

2. Attraction of more qualified 
personnel, owing to the obvious im- 
provement in working conditions, 
Also, an estimated 10% greater pro- 
ductivity from these personnel ow- 
ing to such warm weather time 
losers as heat enervation, goggle- 
fogging and trips to the water foun- 
tain. Also, better human relations. 

3. Reduction of absenteeism from 
colds and other health complaints, 

4. Increase in building longevity, 
owing to reduced expansion and 
contraction of walls and other wear 
and tear caused by lack of control 
of temperature and humidity. 

5. Inventory and equipment cost 
savings made possible by elimina- 
tion of rusting caused by excessive 
humidity. 


Case two: A furniture manufac. 
turer. Partial, or area, air condition- 
ing works best for this Virginia firm. 

There are two areas in the plant 
where the temperature rises above 
100 degrees. So that the men in 
these areas do not become ex 
hausted from the heat, the company 
bought two floor air conditioning 
units. Each does an adequate job 
of keeping the temperature down it 
its area. 

The rest of the plant is serviced 
by several window air conditioning 
units which are used only durin 
extremely hot periods in the sum 
mer. 

Case three: A steel mill. Speci 
“spot” air conditioning solved 
problem for this mill. 

Although the building is air con 
ditioned, temperatures near t 
open hearth furnaces often soar : 
high as 170 degrees. To provid 
cool air for the men in these areas 
“spot” air conditioning units af 
used. 

“Spot” cooling can work one @ 
two ways: either the man is blank 
eted with cool air as he works, 6 
there is a specially climatized sta 
tion where he can go to refresh hi 
self. 


Seldom, however, is just 0 
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HOW HOT IS TOO HOT 
TO WORK? 

















If you don’t have air condi- 
tioning and your practice is to 
close down on summer after- 
noons that become unbear- 
ably hot or humid, you'll be 
wise to announce a definite 
policy to employees now. 
Otherwise, if a close-down is 
left to depend on an arbitrary 
decision by management, 
there is likely to be grumbling 
on every inordinately hot day 
that you don’t close. One for- 
mula some companies use: if 
temperature added to one- 
fifth of the humidity totals 100 
or more, it’s too hot to work. 














method of cooling used to the ex- 
clusion of others. Usually these 
techniques are combined for opti- 
mum results. 


Why air conditioning pays 

To discover why the chances are 
nine out of 10 that your company 
will actually save money with air 
conditioning, study these consider- 
ations: 

1. The economics from the stand- 
point of human efficiency increase. 

2. The economics of reduced per- 
sonnel turnover. 

3. The economic ability to com- 
pete better for personnel. 

4. The economics of lower main- 
tenance costs. 

5. The economics of building 
longevity and attractiveness for fu- 
ture sale or lease. 

Companies that have air condi- 
tioning report some truly amazing 
cost savings. The fact is that most 
companies can get similar results. @ 
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A 
calls for MOVING 


(OVERLAND OR OVERSEAS) 
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call United 


Europe... South America... the Far East...wherever 
your company operates, whatever it moves — families, costly 
or delicate equipment, displays and exhibits, office furnish- 
ings— United’s world-wide network of Agents will move it 
safely, swiftly and dependably. 


United’s ““Pre-Planned” service makes moving to the far 
corners of the earth as easy as moving across town. You’re 
relieved of time-consuming details, assured of safe, ‘“‘on 
time” deliveries where and when you want them. 


7 ' CEO: 


So when the occasion calls for moving... call the friendly 
United Agent (he’s listed under ‘‘MOVERS” in the Yellow 
Pages) or write for the colorful booklet describing United’s 
world-wide moving service. 


United 


Van Lines 


INTERNATIONAL HEADQUARTERS, ST. LOUIS 17, MO. 


—.: nh VOM EmWITH CARE EVERYWHERE ® 
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THE MAN 
Michel Fribourg 
President 


THE COMPANY Efficiency plus 


Continental Grain Co 
New York 


INTERIOR DESIGNER 
Designs For Business, Inc. 








Lounge area of president's office leads to conference 
room left, secretary's office right. Doors are of 

milk glass, paneling richly grained wood. Variation in 
ceiling, lighting treatments lend interest to suite design. 


Conceived with an air of elegance, furnishings are 
both continental and substantial in President Fribourg’s 
office. Conference type table serves work and meeting 
needs. Lounge area accommodates larger groups. 






MANAGEMENT METHODS 
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CONFERENCE ROOM 


Custom conference table is handsomely 
fashioned of rosewood and 

stainless steel. Frame has individual 
segments to give each conferee a 
delineated space. Far wall is covered 
with pin-up self-healing fabric. 










Photographs by Ben Schnall 


esthetics in president’s suite 


me As president of 
Continental Grain Co., Michel Fri- 
bourg must be in constant and 
instant contact with the firm’s 18 
branches and grain exchanges of 
the world. 

His suite is custom designed to 
the last detail to facilitate commu- 
nications and split-second decisions. 

Arranged in a four-part plan, his 
office is the core of the surrounding 
suite—a reception room, his private 
secretary's office and a conference 
room. This layout puts at hand his 
basic tools and insures privacy. 

Conference provisions—vital to 
President Fribourg’s daily opera- 
tions—serve his frequent meeting 
needs. Discussions can be held at 


his work-conference table. Larger 
groups can confer in the lounge 
area of his office. More formal or 
paperwork type meetings can be 
held in his private conference room 
with its spacious table and pin-up 
wall. 

Functional features, such as a 
concealed pneumatic tube system 
for instant contact with the trading 
room, specially designed storage 
cabinets, shadow-free luminous 
ceilings, all further efficiency. 

No barrier to beauty, the built-in 
efficiency is all integrated with 
esthetics. The suite is handsome 
with completely custom designed 
furnishings that have a bold, con- 
temporary, continental elegance. & 
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SECRETARY’S OFFICE (below left) 


Private secretary to the president can 
be comfortable and efficient in this 
well planned office. Cabinet behind 
chair conceals tube station— 

direct contact with nerve center of 
firm’s operations. Again, milk 

glass and walnut partitioning 
emphasize contemporary decor. 


PRIVATE RECEPTION ROOM 


Private reception room serves 
president's office. Partitions are 
alternately clear glass, 

Paldao wood and milk glass. Elegantly 
designed by Gerald Luss, the sofa is 
covered in striped silk, chairs 

and bench pad in leather. 
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YOU CAN 





SLASH 
OFFICE 
COSTS 




















20..30% 


in a few months 


That's the promise in an 
important new book by 
three experienced authors 


PRACTICAL CONTROL 
OF OFFICE COSTS 





by H. B. Maynard, 
William M. Aiken 
and J. F. Lewis 





@ HERE IS A LOW-CosT, highly effec- 
tive approach to office cost control 
—an approach that is tested and 
proven. It works even if you have 
no more than five people doing re- 
peat work in your Office. 


The book is written by the presi- 
dent of one of the world’s most 
highly respected management con- 
sulting firms, H. B. Maynard, and 
two of his associates in the H. B. 
Maynard and Co. 


The Maynard approach to office 
cost control and reduction is based 
on a set of standard time values 
covering 95% of all office tasks— 
priceless data developed during 
vears of painstaking work. 


These time values, called Universal 
Office Controls, are published for 
the first time as part of Practical 
Control of Office Costs. 


Equally important, the book spells 
out—in clearcut, step-by-step, easy 
to understand language—how to 
apply these controls with full em- 
ployee cooperation. It tells how to 
break down the barriers that have 
caused today’s tremendous differen- 
tial between office and factory 
output. 


Just buying this book will not solve 
all your problems of office cost re- 
duction. But if you apply with 
properly qualified personnel the 
program set forth in this book, you 
can definitely expect office perform- 
ance to go up to as much as 80 to 
100%. And the program itself costs 
no more than 1% of total office 
costs. 


Practical Control of Office Costs 
helps you answer key questions like 
these: 


How many people do we really 
need? When is overtime justified? 
Which new equipment can pay 
for itself? How long should it 
take to type a letter...find a 
folder ... make a phone call... 
total a column of figures? 


Practical Control of Office Costs 
has been called one of the biggest 
contributions to management in the 
last decade. It contains 10 idea- 
packed chapters, 36 tables of stand- 
ard time values in seven major 
categories of office work, 11 stand- 
ard allowances for miscellaneous 
work, plus six helpful forms. 





80 





The book’s table of contents: 


Immediate results you can expect with 
practical office controls—‘‘It is not un- 
reasonable to expect cost reductions of 
20 to 30% within a few months, with 
further savings in the following years.” 
Facts about the Universal Office Con- 
trols and how they were developed— 
“All manual work can be analyzed in 
terms of basic motions. Universal 
Office Controls are built on this fact 
and therefore are universal in their 
application.” 

Eight ways to use Universal Office 
Controls— You can get factual answers 
to questions like: Who are our best 


workers? ... Should we mechanize our 
office work?... How much does each 
report cost?...Should we use tem- 


porary help. 

How to apply Universal Office Con- 
trols—Here are the steps to take to 
control costs with Universal Office 
Controls. Sample forms are given, plus 
a caution on how to avoid human rela- 
tions problems. 

Ten questions that test the efficiency 
of your office—Symptoms of poor effi- 
ciency will stand out when you observe 
the office in the light of these ques- 
tions. Or you can use work sampling, 
which is described. 

How to organize definite tasks for the 
office force—Here is the easy, syste- 
matic way to assign definite tasks, us- 
ing task lists and work distribution 
charts. 

How to establish effective methods in 
the office—A review of the two chief 
techniques for testing and improving 
the efficiency level of your present 
office methods. 

How to set time standards for office 
tasks—Here, in step-by-step form, is a 
case example of how to create sound 
time standards that can be easily at- 
tained by the average worker. 

How to install your program of Prac- 
tical Office Control—Based on experi- 
ence in firms where this program has 
been profitably used, you get a plan of 
action to take, and pitfalls to avoid. 
Universal Office Controls standard 
data—Here are the actual tables of 
working data, giving established time 
values for approximately 95% of the 
elements of office operations. 


YOU RISK NOTHING .. . PAY ONLY $12.75 
IF SATISFIED AFTER 10 DAYS 


Management Publishing Corp., Room 4, 
22 W. Putnam Ave., Greenwich, Conn. 
Please send me PRACTICAL CONTROL 
OF OFFICE COSTS for a FREE 10-DAY 
INSPECTION. I will either keep the book 
and you can bill me for $12.75 as payment 
in full, or I will return it and be under abso- 
lutely no obligation. 





Name 





Title 





Firm name 








Street 
City Zone State 
Bill me CJ Bill my company (J 
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How to 





organize and train 


a company 





brigade 





Fire losses can run into millions, but a company fire 


out in your building. 


umes Flames had just 
begun to flicker up the wall of a 
storeroom in a big plant when the 
night watchman looked in on his 
hourly check. 

Turning, he sprinted 200 yards to 
his office to phone in an alarm. 

Fire apparatus responded 
promptly, but by the time it arrived, 
the fire had done over $1 million 
worth of damage. 

This fire could have been stopped 


brigade can usually stop a fire before it does even $100 damage. This 
article tells, in specifics, how to set up and train a company fire 


brigade, and the step-by-step procedures to take if a fire should break 


before $10 worth of damage was 
done—if the watchman had used 
any of 17 nearby portable fire ex- 
tinguishers. 

But this was the startling fact: 
no one had ever told the night 
watchman how to operate the ex- 
tinguishers. 

Now consider this example. 

At the Sparrow Point mills and 
shipyard of the Bethlehem Steel Co., 
there are fire hazards by the hun- 
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A NEW DIMENSION 
IN PRINTING PAPERS 


lightweight with opacity 
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OLIN MATHIESON ANNOUNCES 


NEW ECUSTA OFFSE 
... QUIMODES 


>So 


Lightweight . . . takes less postage, smaller 
storage space, easy to handle 


White .. . brings new life to halftones, line 
copy and color 


Opaque ...can be printed on both sides 


Runs Well... won’t foul up in offset 
duplicating machines 


Rich ... gives luxurious, bright finish to 
every job 


Economical ... already saved one firm $30,000 
a year on mailings and manuals 


ECUSTA WAYLITE OFFSET DUPLICATOR PAPER 


is available from Ecusta Paper Merchants in two 
weights, 9# and 12#, and in two cut-to-size 
sheets, 84x11 and 8x14. For free information 
and comparison tables with heavier weight 
papers, write: ECUSTA PAPER PRODUCTS, 

Pisgah Forest, North Carolina. 


LIGHTWEIGHT PAPERS THAT GIVE FRUGALITY WITH A FLAIR 










UPLICATING PAPER 
ALL OTHERS! 





Ecusse 








OLIN MATHIESON O ECUSTA PAPER PRODUCTS 
Packaging Division MA Pisgah Forest, No. Car. 
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The first five minutes in fire fighting are more important 


dreds — crucibles of incandescent 
metal and some of the hottest flames 
men know how to produce. 

The company has a paid fire bri- 
gade with 92 officers and men, but 
out of 4,665 starting fires last year, 
this brigade made only 286 runs. 
That’s because 94% of the fires at 
Sparrow Point are put out by regu- 
lar employees before they have a 
chance to do real damage. 


KNOW THE RIGHT 


Here is the answer: every em- 
ployee, soon after he goes on the 
payroll, is given thorough training 
in the use of “first aid” fire appara- 
tus. In addition to its paid brigade, 
the Sparrow Point plant has an 
“amateur” fire fighting force of hun- 
dreds of employees—and these peo- 
ple have been credited with stop- 
ping most of the potentially serious 
fires. 


EXTINGUISHER 


Here’s why any plant, large or 
small, needs a volunteer fire brigade. 

Fire in ordinary combustibles 
multiplies 50 times in volume in the 
first eight minutes. Experience 
shows the first two to five minutes 
in fire fighting are more important 
than the next two to five hours. 

“Professional firemen can take up 
to 10 minutes to get to a fire and set 
up their apparatus,” says the plant 
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Certain types of fires call for specialized action. For instance, using a water extinguisher on an 
electrical fire could kill you. For your own protection—and to put the fire out quickest—you should 
know which types of extinguishers work best on the three main types of fires. 
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MANAGEMENT METHODS 





Type of Type of fire 
extinguisher 
Dry material fire Burning liquids Ele 
(Class “A” fire) (Class “B” fire) (Cle 
Includes burning paper, wood, cloth, Includes burning gasoline, oils, Incl 
excelsior, etc. paints, cooking fats, etc. mer 
plic 
Required: Quenching and cooling Required: Smothering action. Rec 
effect of water. gui: 
Carbon Use only on small surface fires. EXCELLENT. Leaves no residue, does EX: 
dioxide not affect equipment or foodstuffs. lear 
equ 
Dry chemical Use only on small surface fires. EXCELLENT. Chemical smothers fire. EX¢ 
scre 
fror 
Foam EXCELLENT. Has both smothering EXCELLENT. Smothers flames, does NO 
and wetting action. not spread liquid, floats on top of use 
spilled liquid. 
Water EXCELLENT. Water saturates mate- NO. Water will spread fire, not put NO 
rial, prevents rekindles. it out. not 
Vaporizing Use on small surface fires only. GOOD. Forms heavy smothering 
liquid gas. tor. 





APR 


















than the next five hours. 


superintendent of a southern textile 
mill. “The reason our company fire 
brigade is so important is that it 
can confine a fire or get it under 
control before the outside fire 
fighters arrive.” ; 

To help you get a fire brigade 
started, select a fire chief. Give him 
the responsibility of picking the men 
for the brigade, checking the plant 
for hazards, and setting up training 


OF FIRE 





Electrical fire 
(Class “C” fire) 


Includes burning electrical equip- 
ment such as motors, switches, ap- 
pliances, ete. 

Required: Non-conducting extin- 
guishing agent. 








EXCELLENT. A_ non-conductor, 
leaves no residue, does not damage 
equipment. 





EXCELLENT. A non-conductor, and 
screen of chemical shields operator 
from heat. 





NO. Foam is a conductor. Do not 
use on live electrical equipment. 





NO. Water conducts electricity. Do 
not use on live electrical equipment. 





GOOD. This liquid is a non-conduc- 


tor. 
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A demonstration will show you the new 


features that make it easy for anyone to 


run the HEYER Mark Ill Conqueror 


After a few minutes instruction, anyone 
can duplicate clear, sharp copies in 1 

to 5 colors of anything typed, written 
or drawn on a spirit master. Now, 
duplicating is as easy as dialing the 
telephone and just as fast! 


At no increase in price you get such 
wanted features as a new feed 

table that eliminates those tricky 

side rubber adjustments; 

highly visible re-set counter that 

saves time and paper; adjustable feed 
wheels for wrinkle-free, non-skip feeding; 
and feed tension control for dialing 
correct tension on all types of papers— 
from thin papers to post cards— 

even newsprint. 


An example of effortless operation is the 
automatic start-stop on electric models. 
The motor clicks off automatically 

when the last sheet is printed. 


And your Heyer Conqueror never 
becomes obsolete. Parts are available 
for Heyer Duplicators made many years 
ago and new advances are designed for 
adaption on present Conquerors. 

















Personalized 
Memo Pad—Today ! 


monstration by 
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Conqueror prices begin at just 
$214.50**. The Electric Mark Ill 
Conqueror, shown above, is 


$299.50**. 


**Pius Federal Excise Tax. 


“Always Makes a Good Impression’’ 


HEYER INC. 


1832-E S. Kostner Ave. | 


Chicago 23, Ill. 


O Please send my Personalized Desk Pad and Literature on 
Conqueror Duplicators. 


O | would like to have a one week FREE trial of a Conqueror 
Spirit Duplicator. 
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... THE RIBBON THAT 
DOES EVERYTHING!* 


* Everything you could reason- 
ably expect a business machine 
ribbon to do . . . from general 
typing to data processing! Wheth- 
er used for manual or electric 
typewriters, billing machines, 
tabulators, wire printers or any 
of the newest high speed data 
processing machines, Columbia 
Silk Gauze ribbons deliver the 
results you want. 

Silk Gauze ribbons have proved 


themselves through years of su- 
perior performance. They are 


made of the finest, lint-free silk 
obtainable, inked by an exclusive 
Columbia process. You get the 
sharpest, most uniform write 
you’ve ever seen. Super-strong, 
extra-length Silk Gauze ribbons 
are still on the job long after or- 
dinary ribbons havecalleditaday. 


For a demonstration of Silk 
Gauze ribbons that meet your 
particular requirements, call your 
Columbia supplier or consult the 
Yellow Pages. 


a | 
SILK GAUZE RIBBONS 


by 







@ ® 


Columbia Ribbon & Carbon Mfg. Co., Inc., Glen Cove, New York 
Columbia Ribbon & Carbon Pacific, Inc., Duarte, California 
(Circle number 117 for more information) 














DUTIES OF A 
COMPANY FIRE CHIEF 


1. SURVEY THE PLANT 


Make a careful inspection of the 
plant, checking all fire protection equip- 
ment, special hazards, alarms and exits 
and listing conditions that should be 
corrected. 


Anticipate if possible where fires are 
most likely to start and be sure that 
adequate equipment is available at 
these points. 


2. PLACE EXTINGUISHERS 


See that the plant has the right kind 
of extinguishers in the right places to 
fight the type of fires that may be ex- 
pected and that all are fully charged 
and in operating condition. Map the 
plant, marking the location of all ex- 
tinguishers. 


3. SET UP ORGANIZATION 


Determine the number of men who 
should be enrolled in the one or more 
fire brigades that will be needed to 
protect all areas of the plant, on all 
shifts. 


Select personnel, including one or 
more assistant chiefs. If more than one 
brigade is necessary because the plant 
is large, or is operating more than one 
shift, choose captains for each brigade. 


Hold an initial organization meeting 
to explain the importance of the fire 
brigade and state the conditions under 
which the men will be enrolled. 


4. HOLD TRAINING CLASSES 


Set up a training class or classes to 
instruct brigade members in the use of 
first aid equipment. 


5. ASSIGN DUTIES 


Organize brigades and assign duties. 
Develop a plan for evacuation of 
employees. 


6. HOLD DRILLS 
Arrange fire drills. 


COPYRIGHT WALTER KIDDE & CO., INC. 
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sessions and fire drills. That’s the 
advice of Walter Kidde & Co., Inc., 
Belleville, N. J., manufacturers of 
fire extinguishers, fire detecting and 
extinguishing systems. 

For your other in-company fire 
fighters, it’s most practical to select 
men who are free to move about 
without interrupting production, or 
who are not confined to one place 
by their jobs. 

Deputy Chief William Brightwell 
of the Dayton, Ohio, fire depart- 
ment reports that management in 
his locality finds that fire brigades 
work best when they consist entirely 
of supervisory personnel. That's be- 
cause most supervisors are free to 
move about at will. 

On the other hand, William See- 
land, plant safety director of the 
Bayway Refinery, Standard Oil Co. 
(N. J.), says that he prefers to have 
his brigade members chosen from 
all classifications of employees. In 
his firm, a pipefitter, an electrician, 
a carpenter and other skilled work- 
ers are integral members of each 
volunteer brigade. 

Remember this: it helps to have 
maintenance personnel on each 
brigade. These men and women are 
usually familiar with more of the 
plant than workers who are assigned 
to one area. They have more oppor- 
tunities to detect fire hazards and 
correct hazardous conditions before 
a fire starts. 

How to train your brigade 

Teach every member of your bri- 
gade how to use each piece of fire 
fighting equipment you have on 
hand. That’s step one. 

Whether you have portable fire 
extinguishers, automatic sprinklers, 
water fog systems, etc., the manu- 
facturers of that equipment will 
furnish you with training data for 
your brigade. 

Here are some “training tricks of 
the trade” taught by the Dayton, 
Ohio, Fire Training School, Esso 
Standard Oil, Bethlehem Steel, and 
several other well-known organiza- 
tions. 

1. Organize fire fighting instruc- 
tion. It’s best to pick an open area 
where the ground is hard and free 
from grass. On loose, cinder filled 
ground, flammable liquid fires may 
‘reflash.” On grassy ground, the fire 
might spread out of control. Keep 
fires away from adjoining buildings. 
Take advantage of winds to keep 
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Letters 
answered 








— _ PITNEY-BOWES 
@ 5) MAILOPENER 


Pitney-BowEeEs, INc. 
4556 Walnut Street, Stamford, Conn. 


Originator of the postage meter... 
offices in 132 cities in U. S. and Canada. 








e Correspondents can’t correspond 
without correspondence! If morning 
mail is ready when they are, letters 
get answered earlier. A MailOpener 
speeds up your business day! 


@ The MailOpener trims a hairline 
edge off the envelope neatly, quickly, 
safely. Operates efficiently on envelopes 
of any size, thickness or stock. Three 
models, including the hand-operated 
LH shown here for the small office. 


e Call any Pitney-Bowes office. Just 
say you want a demonstration in your 
office. No obligation. Or write for free 
illustrated booklet. 

FREE: Send for handy desk or wall chart 


of new postal rates, with parcel post 
map and zone finder. 


(Circle number 151 for more information) 





The MOORE 
KEY CONTROL® 
System 









FREE TELKEE booklet an- 
swers that question for you; 
shows how TELKEE saves you 
time and money, gives you new 
convenience. 


STOPS time wasted locating lost 
or borrowed keys 


MINIMIZES expensive lock re- 
placement and repairs 


ORGANIZES all your keys in 
one orderly system 


What’s more, TELKEE guaran- 
tees maximum security and pri- 
vacy—keeps keys in authorized 
hands, always. 





Offices, factories, stores, schools, 
housing, hospitals . . . there’s a 
TELKEE System to fit every 
size and type of application. 
TELKEE solves every key prob- 
lem, efficiently, inexpensively. 











P. O. Moore, Inc., Gien Riddle 23, Pa. 
Send FREE TELKEE booklet , 
NAME - 
FIRM ; 
ADDRESS 
CITY ZONE__STATE ; 

J 


(Circle number 145 for more  taformation) 
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spacefinder filing system 


*successfully saving time, space 


of offices 


Na 


wr 


and money in thousands 
Lol ri 
@ Putin t H ek ik | 





Revolutionary new Spacefinder Filing System gives savings up to 50% in clerical 
time, floor space, and cost—while affording the same dust, dirt and fire protection 
as drawer files. Write for Planning Kit and Free Catalog. 


*Can you identify the six filing applications above? (1) Medical records files 
in an outstanding Pennsylvania hospital. (2) Blueprint files in engineering 
section of a leading manufacturer of data processing equipment. (3) Mort- 
gage loan files in a prominent Los Angeles savings and loan company. 
(4) Terminal digit filing in Auto Use Tax division of the Department of 
Motor Vehicles in a large Western state. (5) Saving space in the one-girl 
personnel office in a national airline regional 
office. (6) Beauty and orderliness in the home * 


office of a major western insurance company. sly AEB 


PRODUCTS co. 














Free Planning Kit shows how Spacefinder Filing System can save time, 
space, and money in your office. Write to Free Planning Aids, Tab Prod- 
ucts Co., 995 Market Street, San Francisco 3. 

(Circle number 160 for more information) 














IN THE HEAT PROCESS COPYING METHOD 


COPY COSTS CAN BE 
LOWERED 


BY AS MUCH 0) 9% wirk 


TOWN -FAC 


THE TWO WAY PAPER 


OLD TOWN’S NEW DUAL PURPOSE 
COPYING PAPER 


Yes it’s true... you now can lower your per copy 
costs by almost 50% with TOWN-FAC....Its 
dual purpose usage: as a carbonless copy paper or 
as copying paper — will lower costs even more — 
ask for a demonstration and prove to yourself 
that high copy costs are a thing of the past. 


Town OLD TOWN CORPORATION 


Established 1917 
750 Pacific Street, Brooklyn 38, N. Y. 


(Circle number 149 for more information) 
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smoke and flames away from spec- 
tators or buildings. 

2. Have plenty of extinguishers 
around for use in emergencies. 

3. Check each extinguisher to 
make sure it is in working order be- 
fore you start any fire. 

4, Give individual practice. If a 
group is learning, keep it well away 
from the fire. Show how each type 
of apparatus is used, then let class 
members come up one by one to try 
for themselves. 

5. Extinguish each fire before 
starting another. 

6. Beware of reflashes. With 
burning spilled liquids, a fire can 
creep around and relight all the 
way across the spill. Make sure each 
fire is out. 

7. Discharge each extinguisher a 
healthy distance from the surface of 





To help you check your plant 
for fire hazards, the National 
Board of Fire Underwriters offers 
a form that tells what to look for 
in inspecting heating, lighting 
and electrical equipment. The 
inspection blank also covers sev- 
eral fire protection items—wate1 
supply, sprinkler and alarm sys- 
tems, etc.—which should be 
checked periodically. 

If you would like a reasonable 
supply of these inspection check- 
lists, circle number 218 on the 
Reader Service Card. 











burning liquids. If it is discharged 
too close to the liquid, the liquid 
may splash and spread the flames. 

8. Test and demonstrate each 
type of extinguisher thoroughly. 
Each has value on certain types of 
fire (see box, page 84). And since 
no one can anticipate which type of 
fire might break out, it’s wise to 
have your men well versed in the 
use of every kind of fire fighting tool. 

9. Make sure that each new em- 
ployee is given adequate instruc- 
tion. Even if he is not part of your 
formal fire brigade, he might be a 
very valuable substitute. 

10. Run refresher courses in the 
use of fire fighting equipment at 
least once a year. Make sure each 
man uses the available equipment 
to put out an actual fire. 

If you have no open ground avail- 
able near your plant, your local fire 
department will help you find a suit- 
able test field. The firemen can also 
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help you set up your training pro- 
gram, and give you some valuable 
pointers about fire prevention. 

When you conduct tests, you are 
not only teaching men to use the 
equipment, but you are also devel- 
oping their confidence. Make your 
test fires small enough to be ex- 
tinguished, but large enough to 
present a challenge. 

Skill in handling fire fighting 
equipment makes a big difference in 
controlling a fire. That’s why all 
your employees—and especially 
members of the fire brigade—should 
get a good deal of practice. 


When fire strikes 


Unless the duties of each fire bri- 
gade member are clearly defined 
and understood, vitally important 
tasks may remain undone. 

For instance, plants that could 
have been saved have burned to the 
ground because no one turned in an 
alarm .. . nobody shut off the ma- 
chinery ...no one shut the fire doors. 

Fire creates panic, but an organ- 
ized fire brigade can shortstop the 
disorganization panic brings. 

Here are the suggested steps to 
take when fire strikes. 

1. Call the fire department. All 
fire brigade members should know 
how to operate fire department call 
boxes or summon aid by telephone. 
Assign one individual the definite 
job of calling the fire department as 
soon as the fire is discovered. Fire- 
men would rather come to your 
plant 10 times and find that the fire’s 
out, than come once and find the 
fire raging beyond control because 
nobody thought to call the fire 
department. 

2. Turn in plant alarm. Most 
likely, you have a system of bells, 
whistles or sirens to warn that there’s 
a fire. Some companies have a signal 
code or public address system to 
give the location of the fire. But 
make sure that one man in each 
brigade has the job of turning in the 
plant alarm. That’s what he does 
first. Afterwards, depending on his 
subsequent duties, he can help di- 
rect employee evacuation, if it be- 
comes necessary, or help out in 
other areas. 

3. Shut off machinery, power, 
and gas. Someone’s first job must be 
to shut off the power in case of fire. 
In a small plant, all machinery 
should be cut off immediately. In a 
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THE CLEANING 
MACHINE THAT 
GOES ANYWHERE 
























Thousands of these handy Tornado Pac-Vacs are - Seas 
being used throughout industry today. Practically alachinery or Moms 
every mail brings word of some new cleaning oper- 
ation being done by this versatile cleaner. 

Pac-Vac is a powerful motor and impeller unit 
mounted on a comfortable pack frame. With a 
filter bag it is used as a vacuum cleaner. By chang- 
ing the hose it becomes a powerful (325 mph) air 
sweeper or blower. 

Buy several and keep them throughout your 
plant. They’re available in %, 1 or 1% H.P. motor 
units. 





























Clean Overhead Pipes, 
Beams and Lights 











Pac-Vac makes a handy 
bench cleaner—right on the 
spot—no installation, just 
set it down and plug into 
any 115V. outlet. 





GREER ELECTRIC MFG. CO. 


(Circle number 108 for more information) 
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large plant, sometimes you only 
have to shut off the area affected by 
the fire. 

4. Direct fire department to the 
fire. Firemen can lose valuable 
minutes trying to locate the fire. 
Have someone at the entrance gate 
or door to lead firemen directly to 
the fire. 

5. Send brigade members to their 
posts. It’s the company fire chief's 
job to direct the placement of bri- 
gade members. Some may be sent 
to the point of fire, some to the upper 
floors or other sections of the plant 


if there is danger of the fire spread- 
ing through doors, windows, or 
open shafts. 

6. Extinguish fires. Usually a well 
organized company brigade with 
plenty of “first aid” equipment can 
have a fire under control before the 
fire department arrives. Be sure that 
the job of putting out the fire goes 
to those who have shown the great- 
est skill in handling fire extinguish- 
ers. One caution: after the fire is 
out, do not throw water on need- 
lessly. Water damage can be more 
expensive than fire damage. 
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Your VariTypist can take your 
rough penciled layout and 
give you a complete, 
finished form, in- g 
cluding the type 
matter, directly on 
a duplicating 
master or for offset 
camera. Both the type 
and ruled lines are true 
printer’s styles and 
are instantly changeable. 
VariTyper is recommended 
by the world’s leading 
forms designers. 


THE MACHINE WITH 
1,000 


FACES 





This ‘ad’ was composed NAME... .cceececeees 
on the VariTyper. The Hj COMPANY.....++- 
Heads were photo-com- J ADDRESS......... 


posed by HEADLINER. CITY 


VARITYPER CORPORATION 
720 Frelinghuysen Avenue, Newark 12, N.J. 
Please send me VARITYPER Booklet D. 


Varilyper 


...viles lines and 


composes type 
in 1 operation / 


%, 





ROUGH PENCILED LAYOUT = FINISHED FORM 
Lines Ruled Automatically by Push Button 


‘“\ 


VARITYPER CORPORATION 
A SUBSIDIARY OF ADDRESSOGRAPH-MULTIGRAPH CORPORATION 


Dept. D-44 


POPPE OOOO SEES EEE E EEE EES ESSE SESE SSOEESEOSESD Seecevesseeee 
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7. Close fire doors. Usually fire 
doors are held open with links that 
melt at 160 degrees. But if one per- 
son is assigned to close these doors 
at once and not wait for automatic 
closing, chances of holding the fire 
to one area are increased. 

8. Move box cars and motor vehi- 
cles away from plant. Loaded box 
cars, trucks and cars near the plant 
may be saved if they are moved 
promptly. This can also stop the fire 
from spreading to any other 
buildings. 

9. Notify your insurance com- 
pany. If possible, notify the insur- 
ance carrier while the fire is in 
progress. Otherwise, call immedi- 
diately after the fire has been 
extinguished. 

10. Maintain a 24-hour watch 
after the fire. Many fires that were 
thought to be completely out have 
broken into flame again later—often 
after the plant was deserted. 

11. Guard automatic sprinklers. 
Sprinkler valves should not be shut 
off until fire is completely extin- 
guished. One fire brigade member 
should stand by the sprinkler valve 
or valves and allow no one to turn 
off the water until the fire chief 
gives the order. 

12. Salvage after the fire. Many 
insurance policies specify that the 
insured must immediately take steps 
to protect what stock and property 
are left after a fire and must sepa- 
rate damaged stock from undam- 
aged. Promptness and speed are 
essential. Most insurance firms are 
glad to help you plan salvage opera- 
tions. 

13. Prevent recurrence of fire. 
Find out what caused the fire. Then 
take steps to correct it. Repair 
defective machinery, put in extra 
safeguards to protect hazardous 
manufacturing operations, or alter 
plant processes or procedures for 
fire safety. 

14. Recharge fire extinguishers. 
Whichever types of extinguishers 
you have—dry chemical, water, 
foam, anti-freeze, carbon dioxide, or 
soda-acid—have them recharged im- 


mediately. Fire could strike again 
fast and find you unprotected. If} 
you have a sprinkler system, re-§ 


store it to service as quickly as 
possible. 

Take these steps and you greatly 
minimize the chances of fire doing 
extensive—and expensive — damage 
to your building. @ 
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Filmsort aperture cards make it so simple to 
supply needed engineering information to any 
department, branch, or plant. When your micro- 
filmed engineering drawings are on these versa- 
tile cards, facts that speed production are at 
your finger tips in just 90 seconds. 

This aperture card system, long used by U. S. 
Forces, is flexible and adaptable to any engi- 
neering drawing reference system—it fits any 
budget in any size operation. Multiple point- 


fhe q 
Filmsort 
Company | 
| 
| 
| 


a division of 
MMitanesora [fftmine ano \ffamuracturine company 
«e+ WHERE RESEARCH IS THE KEY TO TOMORROW 


THE TERM “FILMSORT™ IS A REGISTERED TRADEMARK OF 3M COMPANY 


In just 90 seconds 


of-use files are easy to create and maintain. You 
can take a look at Filmsort aperture cards on a 
reader—or take more than a look, take a copy 
in seconds with a reader-printer. You eliminate 
waiting time for prints, out-of-file problems, and 
recover up to 96% of drawing file space. You 
reduce overhzad and improve communications. 

For information about how others use Film- 
sort aperture cards to speed industrial paper- 
work and communications, mail the coupon now. 


THE FILMSORT COMPANY 

MINNESOTA MINING AND MANUFACTURING COMPANY 

DEPT. NO. JBD-40, ST. PAUL 6, MINNESOTA 

Please rush mea free booklet about how others use Filmsort aper- 
ture cards to speed industrial paperwork and communications. 


NAME___ 
WP ectee seneen eee < 
COMPANY 
ADDRESS 
CPE V gidnes 
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The railroads paved the way for industrial progress in the West and 
that is as true today as it was in the 1800's. 


Distribution opens the channels for sales. And efficient, economical 
transportation is a big factor in distribution. 


That’s where Union Pacific enters the picture. When you have a 
plant located on or near U.P. trackage you are in a position to bene- 
fit from a freight transportation service that is unsurpassed. 


That has been our contribution to industrial progress; to build and 
constantly improve our service to shippers. 


So we suggest that if you have need for a plant in a western location, 
you give serious consideration to a tract in the “Union Pacific West.” 
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Thought 
starters 


NEW PRODUCTS 





Low-priced letter opener 
now marketed here 


A new finger-tip control letter- 
opening machine is being distrib- 
uted by the Redman Co. Priced at 





Easy-to-use opener can process 
about 40 to 50 envelopes a minute. 


$29.95, the unit can open 40 to 50 
letters a minute without mutilating 
the contents. 

Called the Wombat, the opener 
automatically aligns and slits any 
envelope up to 9% inches. The blade 
is self-sharpening. 

For descriptive data on this machine, 
circle number 241 on the Reader Serv- 
ice Card. 


Royal electric incorporates 
new efficiency features 


A number of innovations have 
been added to the new Royal elec- 
tric typewriter for greater speed and 
convenience. For instance, a time 
unit regulates spring tension on 
each key to suit the individual’s 
touch. A uniform key dip on each 
keyboard row allows smoother typ- 
ing rhythm and greater speed. 

The carriage reacts with split- 
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Five amazingly simple market questions that 


businessmen forget about—and lose money on 


Blunt recommendations to companies which sell to business management. 


Do you know how many companies are true prospects for your product or 
services? (We can prove that your present and future sales should eco- 
nomically come from a group of only 38,000 companies! ) 


Do you know how many individuals in these companies control the buying 
decision for your products? Answer: A total of only 80,000! 


Do you know why the publications you advertise in usually have so much 
larger circulation than this? 


Do you know how little it would cost if you could omit this waste circulation 
and advertise just to the key executives in JUST the worthwhile business firms? 


Why don’t you personally find out whether there is a publication for your 
advertising that concentrates on just the people you want to reach? 


Free report: We will send you an unusual free report showing how to evaluate the 
business market—the comparative circulations of the advertising media that reach this 
market—how to measure the cost of the waste circulation in your present advertising. 
Write on your company letterhead as quickly as possible—ask for Report G. No obli- 
gation whatever. 


MANAGEMENT MAGAZINES, INC. 


Management Methods, School Management, Management Publishing Corp. 


22 West Putnam Avenue, Greenwich, Connecticut 
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second response, Royal McBee 
Corp. states, to all keyboard controls 
centralized within easy finger reach. 

A line meter indicates the number 





Redesigned Royal offers choice of five 
colors—pink, blue, green, grey or white. 


of typing lines remaining at the bot- 
tom of the page. A half-spacer key 
allows quick, inconspicuous inser- 
tion of an omitted letter. End of line 
is signalled by a soft chime. 

Patented Twin-Pak ribbon chang- 
er accomplishes clean, fast ribbon 
replacement. 

For more details on this new model 
electric typewriter, circle number 204 
on the Reader Service Card. 


New portable unit combines 
punching and binding operations 


A combination machine has been 
introduced that punches sets of 
papers and attaches a_ plastic 
binder. 

Called the Combo by General 
Binding Corp., the portable 12- 
inch unit is especially designed for 
departments where binding  vol- 
ume does not warrant more ex- 
pensive power equipment. 

A simple down stroke of the 
lever punches the papers. Another 
swing binds the set in plastic. Two 
control knobs regulate positioning 
of the punching section and spread 
of the binding fingers to accom- 
modate the number of pages. 

The unit is priced under $200. For 
further details on this new binding 
machine, circle number 236 on the 
Reader Service Card. 


New all-purpose copier 
reproduces any type originals 

A. B. Dick Co. has introduced a 
photocopier capable of reproducing 
any document—typed, printed, writ- 





Versatile Dick photocopier can repro- 
duce even bound-in pages of books. 


ten, drawn, photographed or blue- 
printed. 

It can also copy any color on 
opaque, transparent or colored origi- 
nals and paper printed on two sides. 
Originals can vary from tissue to 
heavy cardboard—even pages bound 
in a book or magazine. 

Called the 110 photocopier, it re- 
produces a sharp, permanent, black- 
on-white copy in less than a minute. 
Copies are legally acceptable. 

The new unit will accept sheets up 
to 10 by 15% inches. Its weight is 31 
pounds. Attractively styled in beige 
and green, the machine is priced at 
$225. Cost of finished copies ranges 





It’s time for management to 
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from about eight cents for a single 
copy down to 3% cents for multi- 
copies. 

For more details of this new Dick 
photocopier, circle number 202 on the 
Reader Service Card. 


EFFICIENCY 


Low white-collar output 
cancels out production gains 


Productivity of America’s office 
employees now rates a poor second 
to output of plant workers. 

The white-collar worker is getting 
eight hours pay for less than four 
hours of work, says Executive Vice 
President John A. Patton of George 
Fry & Associates. 

Continuing his indictment, this 
management consultant stated the 
output of office workers has slipped 
annually 24%, while efficiency of 
plant employees increased by a like 
amount. 

Salaries of office personnel jumped 
80% from 1949 through 1958 while 
their productive efficiency fell from 
65% to about 40%. In the same period, 
blue-collar workers boosted their 
output to 85% of their potential. 


To compound the problem, now 
there is one office worker to every 
four plant workers—compared with 
a one-to-20 ratio 30 years ago. By 
1965, authorities estimate, the office 
versus plant worker ratio will be 
one-to-two. 

Patton warns that automation 
must be coupled with motivation to 
achieve higher standards of per- 
formance. 

In general, he states, firms whose 
employees receive the highest take- 
home pay are the ones whose costs 
are lowest. 

High wages, coupled with proper 
internal controls, enable a company 
to attract, keep and motivate top 
quality employees. 


PAPERWORK 


New Ditto machine 
performs four office jobs 


Masterfax is a versatile office 
machine that does four important 
paperwork jobs. 

Just introduced by Ditto, Inc., 
the new unit can make masters for 
reproduction on both spirit and 
offset duplicators. It can also make 
































Versatile unit makes masters and fac- 
simile copies, and laminates papers. 


facsimile copies and apply a lami- 
nated coating to protect vital or 
often used papers. 

In making masters for duplica- 
tion, no carbon is required in the 
preparatory stage. Material is sim- 
ply typed, written or drawn on a 
white Masterfax sheet. It is then 
inserted in the machine with a 
carbon to produce a spirit master. 

For offset masters, a paper mat 
is inserted along with the original 
and carbon. A simple dial adjust- 
ment produces a master in 15 
seconds ready for long-run repro- 
duction. 

The Masterfax can also prepare 





take a new look at microfilm 








@ Once, the use of microfilm was limited pretty much 
to government and a few institutions and industries. 
Once, its use required complex equipment and trained 
technicians. §§ This is no longer true. Today microfilm 
is an active partner to telephones and typewriters in 
modern offices and plants—and is just as busy. 
@ Wonderful things happen when your active files are 
on microfilm. File space shrinks. Records and docu- 
ments are standardized. Filing is faster. Reference is 
easier. Security is improved. Efficiency goes up. Over- 
head goes down. J Microfilming is nothing more than 
taking a picture. All you do is copy records, documents, 
drawings in uniform size on film—in compact rolls or 
on space-saving aperture cards. You may install 
equipment for this operation or you can have a local 
company do the processing for you. J The only thing 


you need to make any microfilm file active—usable 
daily in your business— is a THERMO-FAX ‘“‘Filmac’”’ 
Reader-Printer. Developed by 3M research, ‘‘Filmac’’ 
Reader-Printers combine the functions of a reader and 
printer in a single low cost unit. You read the film 
clearly on the big screen. When you want a print, you 
just touch a button and in seconds you’ll have an 
enlarged, clear working copy. HM THERMO-FAX 
“‘Filmac’”’ Reader-Printers make microfilm practical 
for any business, any organization. There are many 
‘‘Filmac”’ Reader-Printers actively at work today in 
a variety of business—saving time, money, and im- 
proving efficiency. We invite you to take a new look 
at microfilm now. Mail the coupon for a free copy of 
‘“‘Let’s Take a Positive Look at Microfilm’”...a 
twelve page booklet about microfilm at work. 


















TVANUEACTURING COMPANY 


+++ WHERE RESEARCH IS THE KEY TO TOMORROW 


St. Paul 6, Minn, 






“FILMAC” 
READER-PRINTERS 
ieee 


Minnesota Mining and Manufacturing Co., Dept. FBM-40, St. Paul 6, Minn. ° 
Please rush mea free copy of ‘‘Let’s Take A Positive Look At Microfilm." 
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You Cite It ae Youir Overhead 
to see this 
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New efficiency inside + New styling outside - New performance, too! 


The new Copease Champion’s exclusive Posi- ment for 96% of all copying. Paper waste 


Contact exposing process gives finer copies 
than ever before possible on any comparable 
machine. This unique negative-to-original 
contact gives top quality copies with all the 
speed and convenience of a rotary copier. 
You’re assured good copies of even the most 
difficult originals. And there’s no dial adjust- 





COPEASE COPILITH 


Built by originators of office offset. 
Four models: from the Junior, so 
simple that two motions start or 
stop; to the 174%" x 2344” Super 
with outstanding register. 





COPEASE-BANDA 


A full line of spirit duplicators. Quick, 

simple master changes, outstanding 
registration. Several models spe- ss 
cially built for systems and proce- A 
dures work with line selection. 


practically disappears because the guesswork 
is eliminated. 

The result? Unbeatable operating economy. 
In-use tests by some of America’s leading 
corporations prove that the new Copease 
Champion produces high-quality copies more 
economically than any comparable machine. 






SEND NOW 
FOR COMPLETE 
INFORMATION 


Copease 


AND OUPLICATES 


COPEASE CORPORATION, 425 Park Avenue, New York 22, N.Y. 
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Please send more information on 
the Copease Champion. 


| would like a free 3-day trial of the 
new Champion. 


Please send more information on 
the Copease-Banda. 


eiRiT puriic ate 


Copease 


COPILITH i Please send more information on 
the Copease Copilith. 


tt a 
Firm—____ 
Street___._._... 


| ae >) || ae a ll 





VIA AIR MAIL 





BUSINESS REPLY MAIL 


No postage stamp necessary if mailed in the United States 


COPEASE CORPORATION 
425 PARK AVENUE 


NEW YORK 22, N. Y. 


FIRST CLASS 
PERMIT NO. 2630 
NEW YORK.N.Y. 
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An_ easy-to-set 
strip previewer 
tool to bolster s: 
Just opening the 
case snaps the 7 
into place. Made 
the unit has only 
off switch, films 
and the focusing 

Threading is 
the filmstrip leac 
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p theatre” adds impact 
presentations 


isy-to-set-up 35-mm_film- 
eviewer provides a handy 
bolster sales presentations. 
ning the lid of its carrying 
ps the 7 by 9 inch screen 
ce. Made by Viewlex Co., 
has only three controls—on- 
ch, filmstrip advance knob 
focusing knob. 
ding is automatic when 
strip lead edge is fed into 
sport slot and the frame 
knob is turned. A slight 
the focusing knob brings 
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and clear. 
l at $59.50, the previewer 
less than six pounds and 
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e 35-mm filmstrip previewer 
priced and easy to operate. 
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RECORDKEEPING 





Files on tracks double 
capacity of storage area 

A mobile file storage system, de- 
signed by Dolin Metal Products, 
Inc., employs a space-saving, aisle 
elimination technique. 

For instance, at Permutit Co., 
New York, active central records 
consumed 750 square feet to house 
140 four-drawer cabinets with 
about 14,000 filing inches. No ad- 
ditional space was available for 
needed expansion. 

To gain increased filing capa- 
city, the firm converted the four- 


drawer cabinet system to 111 Dolin 
seven-shelf units which roll along 
fixed tracks. 

This aisle elimination method 
afforded 27,195 filing inches—or al- 
most double the original capacity 
of the area. 

The space-saving Dolin method 
reduces the ratio of aisles to rows 
of equipment by mounting files on 
track-guided dollies. This mobile 
system can also be combined with 
rows of stationary units to suit any 
filing needs. 

For more details on this mobile stor- 


age system, circle number 235 on 
Reader Service Card. 
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“OPERATOR-LESS" 


_ Collier! 





So automatic and accurate you can start it and walk away! 


Freedom from machine tending is only 
the beginning! The new Gathermatic by 
Thomas Collators brings to collating 
the speed and accuracy of larger, more 
expensive equipment...at a cost un- 
believably low. Write today for com- 
plete information on the many ways you 
can speed up your collating operation 
and substantially reduce your costs. 


e Offers more features at a lower price 
than any other collator of its kind 


e Automatic miss and double sheet 
detectors stop machine instantly, 
prevent errors 


e Stations can be skipped at the flick 
of a lever without hindering the full 
production rate 


e Loads in a minute...each station 
takes approximately % ream of 3”x5” 
to 11”x14” sheets in various weights 
and finishes 


e Gives over-all speed, ease and accu- 
racy features formerly available only 
in large-scale collators 


e Automatically collates, counts, criss- 
crosses or staples 6,000 sheets per 
hour 


Thomas Collators Inc. 


World’s Leading Manufacturer of Collating Equipment 
Dept. D3, 100 Church Street, New York 7, New York 
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PLAN TO ATTEND 


NOMA’S 
41 st International 


Conference and 
Exposition 
May 22-26, 1960 
Queen Elizabeth Hotel 
and 
The Show Mart 


Montreal, Canada 


This year’s conference theme, 
“‘New Dimensions for Office Exec- 
utives,” will feature panel discus- 
sions, 24 concurrent technical 
sessions, open forums, and, at the 
Show Mart, exhibitor-conducted 
equipment sessions. 


For further information, contact: 


NATIONAL OFFICE 
MANAGEMENT ASSOCIATION 


1927 Old York Road 
Willow Grove, Pa. 


Publishers of Office Executive 
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How to plan an 
effective! S 


; 7. 
quam Theres one reason why more sales Tha 
c 


meetings are not the real successes they could be: some- aes 
one overlooked something simple and obvious. 8 
For example, one sales meeting was disrupted when ; 





the speaker turned to a large blackboard to illustrate ete 
his main points, and could find no chalk. Line 
It’s not easy to run a perfectly smooth sales meet- 1. 
ing. In fact, it’s one of the 16 toughest problems in 2. 
marketing, according to a recent survey by the National . 4 
Sales Executives, Inc. 4. 
You can get the wrinkles out of your meetings by 5, 
giving people a checklist of things to do, and then make} se | 
sure that they are done. Some may seem obvious, but 6. 
they are the kind of things that are often forgotten and} prief 
that shortcircuit a meeting’s effectiveness. ,. 
been 
‘ ; : Set ¢ 
™ There are two important things to consider when 

youre planning a sales meeting: what youre going to 1. 
do, and what you're going to do it with. wes 
This checklist, developed by Porter Henry & Co., dove 
Inc., New York sales and marketing consultants, can 2. 
help you along the road to a smooth and effective sales tailec 
meeting. | 
Clarify your objectives s 
1. What do you want the men to know as a result I 
of this meeting that they wouldn't know otherwise? 3. 
2. What do you want them to believe as a result o 4. 


this meeting that they might not believe otherwise? § Print 
3. What do you want them to do as a result of thisg Viewe 











meeting? 8. | 
4. Do they know how to do these things, and why} from. 
they'll benefit if they do? 6. | 
5. Are you sure your planned objectives correspondy S™oot 
with field needs? perfor 
6. How do you plan to evaluate meeting results inf 7: | 
terms of these objectives? door | 
Ask these basic questions Meeti 
1. Have you created advance enthusiasm for the) Hav 
meeting on the part of those who will attend? easily 
2. Will your meeting need a dramatic them@ ened | 
(missiles, circus, travel, or what not)? (and ¢ 
3. Is it to be a large, semi-formal type of meeting§ Projec 
or will it be small enough to consider running it im Sorted 
conference style? speake 
4, Have you provided for as much audience particé latecor 
pation as possible? (Even a big meeting can be brokem Speake 
down into shirt-sleeve sessions part of the time. ) Films 

5. Can you make the salesmen responsible for con 
ducting portions of the meeting? Che 
6. Have you included as many audio-visual aids an¢ to be « 
other props as budget will allow? reaks 
APRIL 15 
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sales meeting 


7. Will you close the meeting by asking for the order? 
That is, will your audience know, specifically and 
concretely, what you want them to do? 

8. Have you arranged for the necessary field fol- 
lowup to help accomplish the meeting objectives? 


Line up personnel 


1. Who are the main speakers to be? 

2. Who will handle the skits or role playing? 

3. Who's to be “backstage”. . . and who at the door? 

4, Who's in charge of projectors . . . lights . . . sound? 

5. Does your choice of meeting place involve the 
use of certain-union helpers? 

6. Have any outside speakers been invited, and 
briefed, in plenty of time? 

7. Has prime responsibility for the entire meeting 
been placed in the hands of one competent person? 


Set up script and meeting plans 


1. If there are to be speeches, will they have been 
written—and reviewed—in plenty of time? Will they 
dovetail with the rest of the meeting? 

2. If it’s a more free-wheeling meeting, has a de- 
tailed meeting guide been prepared? 

Does it give a topic-by-topic indication of what 
is to be covered ... reasonably accurate time 
schedule . . . exact indications of when and how all 
props are to be used? 

3. Are skits and role-playing situations written? 

4. Have all audio-visual devices, physical props and 
printed pieces been planned well in advance . . . re- 
viewed . . . and produced in plenty of time? 

5. How about anything that needs to be shipped in 
from outside? 

6. Has enough rehearsal been planned to insure 
smooth coordination in the use of props (as well as 
performance by the men “on stage”)? 

7. How about refreshments . . . coffee breaks . . 
door prizes? 


Meeting room and equipment checklist 

Have you enough chairs . . 
easily from any seat . . . enough note pads and sharp- 
ened pencils .. . ashtrays . . . enough electrical outlets 
(and are they working) . . . blackboards, erasers, chalk, 
projection screen, easel for charts . . . sales literature 
sorted and placed for easy distribution . can any 
speaker be heard from the back of the room . . . can 
latecomers enter at the rear so as not to pass the 
speaker on the way to their seats? 


. can everything be seen 


Films 

Check projected picture on the screen from all angles 
to be certain it can be seen by all... are there any 
breaks in the film that need splicing . . . see that the 
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@ 
wen £3 
self-adhesive °, & e 
file-folder labels 


save secretarys time-- 
save boss's money! 












Office studies prove AVERY 
self-adhesive File-Folder LABELS can defi- 
nitely save you time and save your boss money. 


Little wonder — they give quick, positive 
identification to all file folders ...and they're 
a breeze to apply! Best of all they need no 
moistening — no messy mucilage to lick. Just 

_ stick "em on... and they 
stay on... neatly, firmly. 






Available in a 
bouquet of ten 
fresh colors, 

plus white — for 
bright, efficient 
color coding... 
in sheets of 8 
labels each with 
guide lines for 
uniform typing 
...and the last 
label won't slip 
in the typewriter 
because of the 
extended backing 
sheet! 


WRITE TODAY for 
your FREE samples 
of AVERY file folder 
LABELS... 





AVERY LABEL COMPANY, 


Div. 
117 Liberty St., New York 6 ¢ 608 S. Dearborn St., 
Chicago 5 © 1616 S. California Ave., Monrovia, 
California ¢ Offices in Other Principal Cities. 


' 

' 

' 

150 : 
! 

] 

! 

Please send me samples of Avery file folder Labels. . 
i 

' 

! 

' 

! 

| 

! 
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My Name Position 





Company 








see 'em, try "em, 
buy ’em at your 


AGGTOIB el 
stationery dealer! : 
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.-- be heard there! 


Telephone talk is clear and distinct from a 
Mode! 45 Acousti-Booth. Scientifically de- 
signed for noisiest locations; shops, factories, 
crowded concourses, etc. . . . provides full- 
size, walk-in booth acoustical efficiency in 
small space. Quality construction . . . attrac 
tive gray finish. 

GUARANTEED ACOUSTICAL PERFORMANCE 


For details and prices... 
Ask for Bulletin A-142-4Y 
















Architectural Products Division 
749 East Park, Libertyville, Il. : 
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o “ 
Drive up your sales increase witha... 


* rv anaes MARK) 
> “LAND CRUISER 

. For that important business 

¢ trip enjoy the luxury, the safety 

° and convenience of a custom-built 
. “Land Cruiser’ modification. 

e YOUR needs become OUR busi- 
a 
eo 
a 
* 
- 


ness when it’s personalized land 
travel! Complete self-contained 
living accommodations (or product 
display ) built to your require- 
ments in various motor coach 
modifications beginning at $14,800. 








“Designers & Builders of Motor Coach Modifications’’ 
134 E. GOODALE e¢ COLUMBUS, OHIO e CApital 8-6331 
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film is on the projector, focused, and ready for view- 
ing at the flip of a switch . . . spare bulbs for each 
projector in use . . . do electrical cords reach outlets 
... does each projector rest on a sturdy plattorm? 


Tape recorders 


Label tapes and arrange them in order of use so 
that you can find them easily . . . run tapes through to 
make sure none are broken . . . have scissors and splic- 
ing tape ready for repairs . . . familiarize yourself with 
the type of recorder you will use. 


Charts 

Are charts in the proper order . . . do they flip easily 
. .. does the flannel board stick well . . . can charts be 
seen easily . . . is there a spare easel ready for use? 


Blackboards 

Erasers and colored chalk for demonstrations—is the 
writing big enough to be seen from anywhere in the 
room ... are there window reflections that might 
obscure writing? 


Equipment for the conference leader 


Scripts, outlines, notes—is written material neces- 
sary to carry out the session on hand and ready to use 
. grease pencil for demonstrations on projected trans- 
parencies .. . properly operating PA system if needed 
.. elevated platform if it’s a large group . . . chairs for 
speakers awaiting their turn... glasses and water 
pitcher for the speaker? @& 











th GREATEST 
DESIGN ADVANCE 


in manual tabulating history! 
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PRODUCT 
STYLE A 8 c o E F 
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ALL METAL MULTIPLE-TALLYe 


by DENOMINATOR. 


NOW...all the features you’ve ever wanted—right at 
your fingertips. Precision engineered to meet your present 
and future requirements. 


Wherever this mark is used HK HK 

you’ll save up to 50% time and get greater 

accuracy with a MULTIPLE-TALLY! 
Send for FREE illustrated bulletin NOW. Better still~ 
ask for demonstration. You’ll be glad you did! 








The DENOMINATOR COMPANY, Inc. 


261 BROADWAY, NEW YORK 7, N. Y 


Manufacturers of Tobulating Machines for over 45 year 
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Why waste a minute? Find what you said in seconds 
on the Dictabelt’ record 


The sound you can see. Unlike record- 
ing media on which you can see nothing, 
the red Dictabelt records visibly. You see 
your place, play back your dictation in 
seconds. You can’t erase accidentally and 
lose valuable dictation. And inexpensive, 
single-use Dictabelt always provides un- 
mistakable clarity. 





All controls are on the microphone. 
The entire dictating process is controlled 
from four thumb-operated buttons on the 
TIME-MASTER® mike—dictate, play back, 
corrections and letter length. You concen- 
trate on what you say; the machinery never 
gets in your way. This saves time, gets 
your thoughts on paper more economically. 


eli ee 


scarlett ot ne 


Especially designed for dictation. The 
primary job of a Dictaphone TIME- 
MASTER dictating machine is to help you 
get more work done in less time. It does that 
job with dispatch. To find out for yourself 
just how much time you and your secretary 
can save, call your nearest Dictaphone 
office for a “‘show me” demonstration. 


Dictaph 
THE SHORTEST DISTANCE BETWEEN IDEA AND ACTION ... 1¢ ap one ” CORPORATION 


Dictaphone, Time-Master, Dictabelt are registered trademarks of Dictaphone Corp., 730 Third Ave., N. Y. 17, N. Y.; 204 Eglinton Ave. E., Toronto, Canada; 17-19 Stratford PI., London W. 1, England 
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; DIEBOLD, INCORPORATED Dept. O£-93 Canton 2, Ohio 

| Gentlemen: Please send me Diebold Power-Filing Case Studies pertinent to my field 
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SAVE TIME EFFORT and SPACE 
with DIEBOLD POWER-FILING! 





Diebold Power-Filing saves time because records come to your personnel... personnel 
don’t waste time walking to records. Diebold Power-Filing saves effort because 
electricity does the hard work...brings thousands of records within fingertip reach 
in three seconds. Operator works in comfortably seated position... facing records for 
greater visibility, reach and accessibility. 


And Diebold Power-Filing saves space... in many cases housing far more cards in less 
floor space than other record-handling methods. 


These are but three of the many advantages you can enjoy with Diebold Power-Filing, 
whether your operation involves 2,500 or millions of records. For details on how 
Diebold Power-Filing can expedite your record-handling procedures, use the coupon 
below. There's no obligation. 


DIEBOLD 


INCORPORATED / CANTON, OHIO 


























Business 
electronics 


New solid state computer 
housed in desk 


A compact computer, just intro- 
duced by Control Data Corp., per- 
forms a wide range of calculations 
and data processing at high speeds. 

With a price tag of only $60,000, 
it makes electronic computing pos- 
sible for a broad group of busi- 
nesses. 

Named the 160, the new com- 
puter can execute 60,000 instruc- 








All-transistorized computer offers 
broad range of uses at low cost. 


tions in one second. It handles input 
and _ output transmissions at speeds 
up to 65,000 characters a second. 

Built on the building block prin- 
ciple, it is a single-address computer 
with a high-speed parallel mode off 
operation. 

For more technical details on thi 
desk-size computer, circle number in 
on the Reader Service Card. 


A Teletypewriter produces 
& EDP-compatible tapes 


A teletypewriter that produce 





printed and punched tape compati 
ble with high speed computing an 
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communications equipment is now 
being marketed by Telautograph 
Corp. 

Called the Olivetti T2PN printing 
reperforator, both sending and re- 
ceiving units simultaneously pre- 
pare a fully-perforated, 11/16-inch, 
five-channel tape and a typewritten 
message between the feed holes. 

Models previously available, Tel- 
autograph states, produce partially 
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Full capacity teletypewriter prepares 
printed, punched tape simultaneously. 


perforated tape suitable for mechan- 
ical readers but not electronic read- 
ers. 

Besides its printing-punching ca- 
pacity, the T2PN can also function 
as an independent teletypewriter 
delivering 60 or 75 words per min- 
ute. The machine is about the same 
size and weight as an electric type- 
writer—less than half the weight of 
a conventional teletypewriter. 

The unit carries a price tag of 
$1,900 and rents for $37 a month. 

For more details on this printing 
reperforator, circle number 227 on 
the Reader Service Card. 


Computer makes multi-plant 
shipping decisions 

At Aeroquip, inventory analysis 
by almost any classification can be 
called for through the production 
of inventory reports by the com- 
puter system. The management of 
Aeroquip believes that “the job of 
inventory management is one of 
becoming aware of the exceptional 
condition at the right time without 
a constant manual review of all 
items. When the inventory man- 
ager is presented with the means 


for isolating the ‘out of pattern’ 


situations, he usually can do some- 
thing about them.” 

At Aeroquip Corp., there was a 
loophole in efficient dispatch of 
orders. Ideally, all four divisions 
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Floor Maintenance Automation 





> 


85 Man Hours ® 
In One! 


The new Advance ‘“‘Convertamatic”’ scrubs and vacuums 
12,500 square feet of floor an hour—over eight times the 
area one man can clean with 19” floor machine and vac! 


e Gasoline, propane, electric and bat- 
tery models available. 
e Fully variable speeds, forward or 


Here’s a one-man floor cleaning gang 
that operates at a finger’s touch. In 


one pass it lays solution, scrubs, reverse. 
vacuums and dries. Or, also in one e Brush pressures can be varied from 
P 7 0-160 Ibs. 


pass, it dry-polishes and vacuums. 
Goes forward or back—from slowest 
walk to a near trot. It turns on a dime 
... Operates on pennies... and saves 
dollars and dollars of costly labor. 
Call or write for full details today! 


e Double-bladed suction squeegee dries 
floors 50% faster. 

e Exclusive ‘‘Powerflo” drive—no clutch, 
no differential. 

e Twin brushes cut big 24” swath, 

@ 16 gal. solution tank. 

e Choice of 12 or 16 gal. recovery tank, 

e@ lease and Finance Plans available. 
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é ADVANCE FLOOR MACHINE CO. 5 
132 Industrial Center 9 
y Spring Park, Minnesota ' 
Why walk when you can ride? € , g 
Optional sulky attachment takes a Yes, I'd 3 like full details on the ; Con- i 
the fatigue out of floor care... vertamatic. I understand there is no 
increases efficiency and output. 8 obligation. g 
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should be aware of the ramifica- 
tions of each order and all possible 
alternatives for completing the 
shipment. 

However, only the division re- 
ceiving the order knew whether it 
could complete shipment from its 
own inventory. 

Now Aeroquip has all the an- 
swers on stock records for all four 
divisions. An IBM RAMAC com- 
puter determines whether compo- 
nents are in stock at the order re- 
ceiving plant. If not, it informs the 
materials control planner of exist- 





ing alternatives: ship out of stock 
items from another division; add 
required quantity to work in proc- 
ess at another plant; or some other 
disposition. 

By reviewing inventory activity 
during each day, the computer can 
decide which items need reorder- 
ing. Then it automatically produces 
this four-part punched card _ re- 
order package: 

1. Reorder notice which _ indi- 
cates current balances on hand and 
on order, reorder point, average 
usage, standard cost, cost category, 











Here’s how leading industrialists 
convey ideas successfully! 


Filmed presentations in modern industry have proven their value—for 
training, sales presentations and public relations programs. One key to 
successful use of AV materials is the screen upon which your program is 
projected. Da-Lite Projection Screens are the finest quality available— 





Serving WRITE TODAY! For 
industry literature ane name of 

the Da-Lite franchised 
for over AV dealer near you 
half a for demonstration! 
century! 


whether you need an Electrol®screen or a Vidiomaster 
portable tripod model. The White Magic glass- 
beaded surface permits big-picture vision with 
clarity and natural color. Da-Lite Screens with the 
new lenticular surface permit movie and slide 
presentations in rooms not completely darkened. 


D -ie 


SCREEN COMPANY, INC., WARSAW, IND. 
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and date of last transaction. If an- 
other division also stocks the part, 
the available balance and average 
usage of this part at that division 
will be shown. 

2. On-order record which shows 
vendor code, and order data. 

3. Requirements record, which is 
a tabulation of all open orders for 
the part due to be shipped in each 
of the next four months. Also 
shown is the available balance and 
average usage for two other divi- 
sions stocking the part. 

4. Usage record which provides 
the material control planner with 
a basis for analyzing over-all usage 
patterns which may indicate a sea- 
sonal demand, consistent upward 
or downward trends, etc. 

Although the use of economic 
order quantity and safety stock 
determinants gives some control 
and direction to inventory man- 
agement, changes in demand and 
product obsolescence can throw in- 
ventory out of balance. 


|e Low-cost computer has 
” universal applications 


Priced at just $24,500, the new 
Monrobot Mark XI computer prom- 
ises to keep pace with the capabili- 
ties of more costly equipment. 

introduced by Monroe Calculat- 
ing Machine Co., this solid state 
digital computer will handle every 





New transistorized computer rejects 
improper data as soon as it is entered. 


kind of input or output code avail- 
able, thus making the machine 
virtually universal in application. 

Its magnetic drum storage capac- 
ity is 2,000 instructions. Data flows 
to and from the drum at 160,000 
impulses per second. 

In a payroll application, for ex- 
ample, one Monrobot can compute 
earnings and print 800 paychecks 
in one eight-hour day. 

Weighing 375 pounds, the com- 
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puter takes no more space than an 
average desk. It requires no air 
conditioning and consumes less cur- 
rent than an electric toaster. 

For complete technical details, circle 


number 208 on the Reader Service 
Card. 


Electronic pipeline 
for paperwork 


A new concept in integrated data 
processing between scattered facili- 
ties has been realized. DaSpan, de- 
veloped by Radio Corp. of America, 
allows outlying offices to feed all 
kinds of data to the headquarters 
computer in a matter of minutes— 
and at comparatively low cost. 

The system utilizes phone or tele- 
type wires to relay data and return 
processed information. 

Designed primarily to extend the 
paperwork handling talents of the 
RCA 501 EDP system, it provides 
integrated data automation even 
when branches are coast-to-coast 
apart. 

At the branch a perforated tape is 
prepared and run through a DaSpan 
transceiver, then through a subset to 
translate the data to telephone wire 
language. 

At headquarters, the transmitted 
data is passed through a subset and 
a transceiver which turns out a 
seven-level tape the computer will 
accept. The same procedure in 
reverse feeds back the processed 
information to the branch. There 
a reader unit converts the tape to 
a printed report. 

If you want more details about this 
RCA long distance data processing 
system, circle number 203 on the 
Reader Service Card. 


Computer readies complex 
statement in 15 minutes 


The complicated, 24-day task of 
calculating 1,500 detailed items for 
financial statements is now being 
completed in 15 minutes at Minne- 
sota Mutual Life Insurance Co. 

To accomplish the complex oper- 
ation so rapidly, this St. Paul in- 
surance firm switched from stand- 
ard tab equipment to its magnetic 
tape Burroughs 205 system. 

Previously, item amounts were 
punched into cards which were 
then completed by the addition of 
15 control fields. Sorting the data 
cards on any one control field pro- 
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duced a line-by-line total dis- 
tributed by the appropriate col- 
umns. 

The limited capacity of the ac- 
counting machines prevented carry- 
ing subtotals and final totals. Final 
transcriptions of the 15 listings, 
along with cross-checking and total- 
ing, had to be done manually. Any 
disagreements required re-running 
the entire set of 13 exhibits. 

Now, here’s how the computer 
handles the same operation. Cards, 
without control field data, are read 
directly into the 205 memory and 








stored. A 16,000-step program is 
then pulled in as needed from mag- 
netic tape, and works through the 
13 pages of exhibits one by one. In- 
termediate results needed for later 
exhibits or cross-checking are stored 
on the drum. 

On-line output to a line printer 
produces an exhibit listing complete 
with alphabetical headings, column 
identifications, subtotals and totals. 
Errors or in-balances at any point 
produce a program coded stop. 
Elapsed time from start to finish: 
15 minutes. 








NOW! PRINTED PIECES 


ABELED AUTOMATICALLY 








lopes. ... 
your own personnel. 
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Applies labels addressed from your punched cards, plates, stencils 
and other addressing systems. Even applies cut or individual labels! 
Trims costs by applying in excess of 14,000 labels per hour. Handles 
post cards, insertion cards, pamphlets, brochures . 
and lightweight booklets, magazines, catalogs and quarter- 
fold tabloids. Compact, too! And so simple that it can be operated by 





1644 N. Honore St. 
























IBM type 407 or 
Addressograph electronic 
facsimile tape labels 





gummed or ungummed 
33-to-a-sheet labels 








roll strip labels 
or continuous pack 
form labels 


Lr 












cut labels 
¥,* x 2%" to 3%" x §” 








. . all sizes of enve- 


The Cheshire Model E. 
Write for 

descriptive brochure 
Dept. MM-4 

Chicago 22, Ill. 
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Another example of Addressograph-Multigraph cost-cutting 











How 5 salesmen contact 6,000 
“Joes, Jims and Bills’ every month 


Moore & Wright Co. is a thriving Aetna in- 
surance agency in Port Huron, Michigan. Like 
many another independent agency, it faced a 
big customer relations problem—keeping its 
five producers in monthly contact with their 
6,000 customers. 

“This is a Joe, Jim and Bill business,” says Edw. R. 
Moore, president. “You don't lose customers if 
you keep a close bond with them.” Mr. Moore 
recently decided that Addressograph Methods 
offered a most economical way to help tighten 
customer contacts and develop new business. 

With Addressograph Automation, Moore & 
Wright Co. now sends out 6,000 personalized 
letters a month. Even more important, 


© 1960 A-M Corporation 


Addressograph plates are carefully coded, so 
that special letters are automatically sent to 
selected groups— according to their present 
policies or future needs. An Addressograph 
Model 1938 Letter Writer prints the letterhead, 
date, customer's name and address, salutation, 
the letter itself and the signature ... all at the 
rate of 30 to 50 letters a minute and at a cost 
of only 1/3¢ per letter! 

This is just one of many ways Addressograph 
Methods can build volume and cut costs for your 
business, large or small. Ask the nearby 
Addressograph field office to show you how. 
Or write Addressograph-Multigraph Corpora- 
tion, Cleveland 17, Ohio. 





Cutting costs 
is our busine. 








SERVING SMALL BUSINE 
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Addressograph Model 
1938 Letter Writer 


*Trade-Mark 







Addressagraph-Multigraph 
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Business insurance 
(Continued from page 50) 


cident tabulations and payments, 
and be sure the correct formula is 
used in establishing your rates 
on Workmen’s Compensation in- 
surance. 

See that the policies are prop- 
erly signed. Read the small print, 
and don't be afraid to ask for 
deletion of any clause unfavorable 
to your financial welfare. Many 
brokers are compelled to give you 
the kind of coverage a particular 
company will write. If it isn’t the 
protection you need, go to another 
source. 


METHOD NUMBER TWO: 
Eliminate or reduce risks 


@ Why insure what you can elimi- 
nate? Often good housekeeping 
alone will eliminate penalty charges 
which are assessed as part of your 
insurance rates. Sometimes a sim- 
ple physical rearrangement or im- 
provement will reduce insurance 
costs. 

Another approach: try to relieve 
yourself of the responsibility for 
insuring a building or its contents 
through contractual negotiations 
with the owner. Negotiate all 
leases so you minimize your expo- 
sure to lawsuits, because subroga- 
tion on the part of insurance com- 
panies is becoming a prevalent 
practice. 

Insist on a rate analysis of 
your various coverages periodi- 
cally, with emphasis on the condi- 
tions that can be corrected or modi- 
fied to produce savings. 

Don’t take rate penalties for 
granted—perhaps an_ insignificant 
expenditure can produce substan- 
tial reductions. 

Bring physical changes in your 
property and adjacent properties 
to the attention of your insurance 
representative so he can determine 
whether the changes react favor- 
ably or unfavorably on your rate 
structure. 

If you buy and eventually re-sell 
a product made by someone else, 
try to insist that the manufacturer 
insure you for all lawsuits arising 
out of his product. 

Insist, too, on certificates of 
Workmen’s Compensation and Pub- 
lic Liability insurance from any 
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NT PROOF? ~ 


... that you can save 
$84,632 oi a 
62,000-sq.-ft." 
industrial plant in 
WESTern PENNsylvania 


*comparable savings on a larger or smaller plant 


Write to. 


WEST PENN 


An op 


WESTern 
PENNsyoania 


a ae Shu bnaubudnaeanuene 


WEST PENN POWER, Area Development Dept. MM-23 
Greensburg, Pa., Phone: TEmple 7-3000 


Yes, I’d like to have proof of the savings possible on industrial 
plant space in WESTern PENNsylvania! 


POWER 


ting unit of the WEST PENN ELE(¢ 





Name Title 





Company 





Address Telephone 
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..can help you 


viSirecord Systems Specialists have 
the know-how to analyze your 
record-keeping set-up. Their 
experience and the facilities avail- 
able to them will enable them to 
provide you with a time and 
money-saving system. Write to 
Dept. MM-2 for case histories on 
above and any other applications. 








here’s 
howr 
WIsirecord 


split-second record location 


oe aT 

ARMA Division 
American Bosch 
Arma Corp. 


lets one clerk control 
20,000 items... 


With the V/Slrecord system, one 
clerk can tell in seconds where and 
by whom one of 20,000 laboratory 
and test instruments is being used 
and when the item is due back for 
re-certification. Scanning all 20,000 
records takes only about an hour. 





2+ at 

TEXAS 
INSTRUMENTS, INC, 
Apparatus Division 


saved 3500 man hours per year 
following up purchase orders 


The ViSIrecord system helped 
lighten the routine load on buyers, 
reduced the possibility of overlook- 
ing delivery dates, virtually elimi- 
nated the possibility of a delivery 
entering the plant without being 
inspected and recorded. 





-- at 

BROGAN 
CADILLAC-OLDSMOBILE 
Co. of Paterson, N. J. 


tripled the efficiency of an 
accounts receivable operation... 





400 man hours per year were saved 
by a ViSIrecord system. And, all 
customer statements are now mailed 
on the first day of the month instead 
of several days later. 


The world’s fastest visible record keeping system 





ViSlrecord, Inc. 


375 PARK AVENUE, NEW YORK 22, NEW YORK 


SYSTEMS SPECIALISTS IN PRINCIPAL CITIES 
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contractors engaged to work for 
you, whether or not you are a 
prime contractor. 


METHOD NUMBER THREE: 


Combine policies 


= Investigate package plans or 
policies that combine several kinds 
of coverages. Since most of these 
plans are furnished by a single in- 
surance company, lower  under- 
writing, sales and administrative 
costs can be passed on to you. 
Furthermore, because most pack- 
age policies are fairly broad in 
scope, there is less chance of dan- 
gerous omissions or overlapping 
coverage. 

Other advantages: you can often 
obtain protection in a package pol- 
icy that is not available in an indi- 
vidual contract—and the package 
policy is a single document with a 
minimum of bookkeeping, a single 
expiration date, and lower admin- 
istrative costs of your own. 


METHOD NUMBER FOUR: 


Consider redesign 


= There is a general misuncer- 
standing among buyers of insur- 
ance that policy forms and rates are 
uniform. This is not true. There are 
many ways to cover the hazards of 
corporate operations. Some insur- 
ance companies regard your kind 
of work under one classification, 
others will recognize a more favor- 
able classification. Some compa- 
nies are steadily losing money on 
your type of risk and therefore are 
not interested in increasing their 
losses. Another company may have 
had very profitable experience 
with your kind of business. 

Policy forms are not the same, 
either. And interpretation of the 
same wording can vary from one 
carrier to another. Don’t accept the 
printed form that so many com- 
panies use, if it doesn’t fit your 
needs. 

Recognize or eliminate the co- 
insurance penalty wherever possi- 
ble. There are a few companies 
that will consider issuing policies 
without this penalty, if certain con- 
ditions are met. 

Don’t hesitate to explore change 
in the design of your employee 
group plan. Soaring hospital and 
medical costs are a tremendous 
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drain on the financing of businesses 
which are paying a portion or all of 
these premiums. There are legiti- 
mate ways to control claims and 
lower insurance company reserves 
and retentions to benefit insurance 
buyers. 


METHOD NUMBER FIVE: 
Negotiate 


# Although very small insurance 
buyers are in a difficult position to 
negotiate, larger buyers can nego- 
tiate not only for price but also for 
coverage. The advantages that the 
larger buyer has through competi- 
tive bidding of specification in- 
clude: lower cost, tailor-made cov- 
erages, and aggressive action by 
the bidders in suggesting other ap- 
proaches. The lowest bid may not 
always be the best one, but compe- 
tition usually brings lower costs. 

On employee group insurance, 
even smaller employers can nego- 
tiate. Group has been set aside 
from the field of the general insur- 
ance broker as a_ specialty. Put 
your specifications out to bid, then 
use a chart to compare the ap- 
proaches of the various carriers. 
Higher premium charges may 
bring lower net costs, so don’t 
judge on the basis of premiums 
alone. 


METHOD NUMBER SIX: 
Constantly re-appraise 


= As your business changes, so do 
your insurance risks. Growth or 
merger can mean that you'll qual- 
ify for a new rate—or a new policy. 
Perhaps new coverage is available 
from your present insurance com- 
pany or a new source. Maybe a 
specialty insurer would be inter- 
ested in writing your coverage. 
There are rapidly forming, in line 
with the trend toward specializa- 
tion, companies and groups of 
companies which have become ex- 
tremely proficient in underwriting 
certain classes of business. You 
may find that your product, which 
you are told is regarded as a highly 
hazardous risk for insurance com- 
panies, becomes a plum to a 
specialty company that knows how 
to handle it. They may know your 
risk so well, as a matter of fact, that 
they can often produce even lower 
costs than the so-called “standard” 
rates. @ 
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Are you losing 
$5,000 to *15,000 A YEAR 


addressing multiple 
shipments? 


If you regularly address 
5 or more cartons per shipment 


you might be shocked to find out 
how much it is costing you to 
address your multiple shipments 
with antequated, repetitive meth- 
ods. They are not only time-con- 
suming but are also subject to fre- 
quent errors and mis-shipments, 









Addressing direct to PANL-LABL 
on carton is fast and easy. 


The Modern STEN: C-LABL* Systems 





Typing unit STEN-C-LABLS attached 
to continuous form on tabulating 
machine, 


? As a by-product of 
office procedure 


Your present method of preparing 
your invoices, orders, bills of lad- 
ing or shipping papers can also 
prepare STEN-C-LABLS at the same 
time. Whether you use manual or 
electric typewriters, electric billing 
or accounting machines, slave 
machines or various magnetic 
tape and punched IDP systems, 
there’s a STEN-C-LABL to fit your 
requirements, 


PROVIDE A TWO-WAY SAVING... 





Addressing direct to carton with die- 
impressed STEN-C-LABL. 


By making unlimited 
impressions direct to 
cartons, labels or tags 


With handy squeeze-feed applica- 
tor, shipping department makes un- 
limited impressions direct to PANL- 
LABL printed on carton at no extra 
cost. Also addresses gummed labels 
and tags. Addressing is fast, neat, 
legible. Laborious, repetitive pro- 
cedures are eliminated, preventing 
errors and mis-shipments. 


DURABLY MARKED AND PLAINLY LEGIBLE at handling distance. 
A Stren-C-LaBL address is sunproof and waterproof— becomes per- 
manent part of carton. Reproduction is sharp and easy to read at 


handling distance. 


IF YOU HAVE A MULTIPLE SHIPPING PROBLEM 


(regularly addressing 5 or more cartons per shipment), you may be 
able to save thousands of dollars with Sren-C-LasBL. Thousands of 
oresent users are making substantial savings every year with a 
STEN-C-LABL System tailored to their requirements. 







Make Importent Savings 
As Easy 8*--° 5 


Sn Lath 


FREE BROCHURE gives full details! 


ee ee ee aan ne ee ee 
STEN-C-LABL, Inc. 
MM-4, 1821 University Ave., St. Paul 4, Minn. 
Yes, I'd like to know more about saving with STEN-C-LABLS, 

















for addreosing NAME 
et COMPANY 
MAIL COUPON ADDRESS 
ameter .\ 4: city 


STATE 








a 


*Registered U.S, Pat. Off. The term STEN-C-LABL is the trademark and exclusive property of STEN-C-LABL, Inc. All 
STEN-C-LABLS are manufactured by STEN-C-LABL, Inc., St. Paul, Minnesota, under U.S, Patent No. 2,771,026. Other 


potents pending. 
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Rental economy 
(Continued from page 44) 


Manufacturers will be much closer to the retailing level in the rental 








company’s market by providing ac- 
cess to income groups not now using 
that product in quantity. 
Management could also carefully 
appraise the advantages of a rental 
plan in building the general repu- 
tation of the company, so that good- 
will generated through the rental or 
leasing program would carry over 
into other products in the line which 
are sold in the traditional fashion. 
Field investigation would also re- 
veal what percentage of present cus- 
tomers would be interested in ob- 
taining their requirements through 
rental rather than through outright 
purchase. There are undoubtedly 
situations where a rental plan might 
assist in opening up a particularly 
good account presently served by 
strongly entrenched competition. 
Market investigations would further 
reveal whether or not rental plans 
would be more appealing to certain 
geographic markets than to others. 
One of the major purposes of any 
advance field market study would 
be to classify the potential and ac- 
tual users of the product. So far as 
rentals are concerned, it is quite evi- 
dent that the market would split 
into several major groups: 
1. Those who are present pur- 
chasers and would continue to pur- 
chase rather than rent. 
2. Those who are present pur- 
chasers but would prefer to rent. 
3. Those who cannot afford to pur- 
chase but would rent. 
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4. Those who are neither interested 
in purchasing nor renting. 

Basic economics to be considered 
must be examined both from the 
standpoint of the company and the 
potential customers. From the 
standpoint of the customer, rental 
must be in some respect more at- 
tractive financially than purchase, 
or increase his ability to acquire the 
use of items which he may not enjoy 
at present. A definite relationship 
must exist between the rental cost 
and the purchase cost as both are al- 
ternatives. Either as a _ separate 
study or as part of the market study, 
some investigation is required re- 
garding the best methods for devel- 
oping an organized used-equipment 
or used-product market. A method 
of determining the value of used 
equipment now being transferred 
to secondary users would have to be 
given consideration. 

Package rentals are another factor 
with variable appeals to various in- 
come groups. For example, the fam- 
ily in the lower income brackets in 
the suburbs might well require a 
basic rental package consisting of a 
washing machine, a dryer, an ironer, 
a five-year-old automobile, a_six- 
year-old power lawn mower, a new 
television set, and perhaps six or 
seven dozen other things which 
could be used. Conceivably, they 
would have the alternative of select- 
ing among a wide range of products 
which become a part of the package 


at an over-all rental price. This, of 
course, could provide a logical sec- 
ondary market for many products. 

The nature of such packages 
would be determined largely by the 
expendable income available from 
families in various economic levels 
of the population. 


7. DISTRIBUTION AND MONEY 
COLLECTION 


It is !ogical to assume that a new 
industry will emerge, comprised of 
large collection agencies, strategi- 
cally located in key market areas 
throughout the country. Equipped 
with the latest computers and data 
processing machines, these firms 
would absorb a major share of the 
clerical work of a rental economy. 

The birth of this new industry 
would be accompanied by the de- 
mise of the personal finance com- 
pany as we know it today. No longer 
would there be the widespread need 
for individuals to finance their con- 
sumption. Having outlived its util- 
ity, such agencies might very well 
re-organize themselves as leasing 
groups, whose importance we shall 
discuss presently. 

A more important casualty of a 
rental economy (or, more accu- 
rately, of our present distribution 
system) would be a business seg- 
ment representing about one-third 
of our present retail industry. This 
group finds it hard enough to com- 
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pete today with large volume sell- 
ing operations which can afford to 
sell at low prices and carry a heavy 
consumer installment debt. Under a 
rental economy, where the need for 
large scale financial backing will be 
accentuated, many small retailers 
will expire. The one dubious con- 
solation, perhaps, is that they are al- 
ready on the threshold of rigor 
mortis. 

How will this vacuum in the re- 
tailing industry be filled? More im- 
portantly, what will be the general 
alignment of the different segments 
in the distribution picture as this 
problem affects you? There seems 
little doubt but that manufacturers 
will be much closer to the retailing 
level in a rental economy than they 
tend to be now. The so-called “cap- 
tive,” GMAC type of corporate ac- 
tivity, organized on a rental basis, 
will tend to proliferate in numbers. 
Manufacturers will work much 
more closely with the retail organi- 
zation through which the product 
passes to the consumer. The link 
with distributors would be so close, 
in fact, as to make the two almost 
indistinguishable, perhaps creating 
an already familiar problem for the 
Justice Department. However, anti- 
trust implications of such an ar- 
rangement might be obviated by 
creating reasonable alternatives for 
other manufacturers. Smaller manu- 
facturers without the wherewithal 
to set up a central planning and op- 
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IDEAL BUSINESS PERSONALITY 
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“Do | keep money tied up in trucks... 
or put it to work making more money?” 


Ryder immediately pays you cash for your trucks and equipment when 
you lease. You’ll have money for inventory, expansion or reserve. Just 
as important, you free valuable executive time for planning and manag- 
ing the business you know best: Your own! A Ryder Truck Lease offers 
you something else: 


RYDER’S EXCLUSIVE PACKAGE OF LEASING EXTRAS: 


1) Complete service through the largest number of wholly-owned service 
locations in the business. No matter where you send your trucks, serv- 
ice is always available. 2) Your fleet is specially designed by experts to 
meet your needs, give you top efficiency. 3) Nationwide safety pro- 
gram to reduce accidents, improve customer and public relations. 
4) Complete leasing package. Lets you include cars, materials handling 
equipment, even business. equipment. You pay one easy-to-budget 
weekly bill, and all automotive equipment receives full service. 
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Decide now to see your nearby Ryderman, or 
write for our booklet, “Design for Profit’ to: 


RYDER TRUCK RENTAL 


LEASING 
DIVISION OF 


RYDER 
SYSTEM, INC. 


P.O. Box 33-816, Dept. B-5 
Miami, Florida 





Ryder System also operates truck lines 
in 26 Eastern and Southern states 
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erating organization, could join with 
other similarly situated non-compet- 
ing maufacturers in forming coop- 
erative rental outlets. Now, existent 
private leasing groups with leasing 
know-how might well provide the 
core around which cooperative 
rental organizations could be organ- 
ized. It may be too, that many exist- 
ing retailers will join forces in a 
“supermarket” type of activity, 
either through these rental “co-ops,” 
or in company with smaller manu- 
facturers. 

8. PERSONNEL EVALUATION 


At about this point in the investi- 
gation it would seem wise to con- 
duct an audit of the organization 
structure of the company itself to 
determine what skills exist among 
present personnel in the area of 
rental experience. These available 
skills would be centered particularly 
around a thorough knowledge of the 
financial implications of projecting 
future business for the life of 
planned or continued products and 
services. This would necessitate a 
real appreciation of accurate ap- 
praisal of credit risks, an awareness 
of the need for service at all times, 
and entail imagination in encourag- 
ing people to accept the principle of 
use, as distinct from ownership. 

9. ADVERTISING AND 
PROMOTION 

There is little doubt but that a 
rental economy would mean a 
drastic re-appraisal of the advertis- 
ing and sales promotion function. 
Although the businessman would 
have to affirm to the consumer (and 


The coming rental economy calls 


for re-appraisal ... 
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in active record handling — 


SPEED for faster service...SPEED for more output per dollar invested 
.-»- SPEED to maintain work flow of entire record handling and data; 
processing operations. 


and with Rol* Dex you get SPEED! 


because with ROL+ DEX record 
housing equipment 


all records are immediately available — 
records roll to the clerk (seated, of course) — 
she has thousands visible at her fingertips — no 
waiting for hidden, motor-driven racks to come 
into place. And random reference is no problem. 
Provides better control, too, because Rol-Dex 
equipment can be organized into work centers 
that include machines and all tools needed for 
fast operation. 


find out about all the other advantages of 
Rol-Dex equipment. It’s built to fit your system, 
your form size, your volume, your space, your 
expansion plans. 


WATSON MANUFACTURING COMPANY, INC. 


Rol-Dex Division, Dept. M-1, Jamestown, New York : 
(] Please send literature. i 
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SQUEEZED 
by file costs? 


VERTI-FILE can save you money! 


Here’s how! The new modern system for filing 
active records... VERTI-FILE...costs as little 
as $3.28 per lineal foot of active filing space— 
whereas a conventional 4 drawer unit costs 


$10.68 a lineal foot. 
You see, an 8-shelf VERTI-FILE provides space 
for 23% lineal feet of files . . . and at the same 


time positions them for 35% faster filing plus 
more efficient usage. A regular 4 drawer file gives 
only 8% lineal feet of storage space. 

So save with VERTI-FILE. 


Call your local DeLuxe dealer or write direct. 


DELUXE METAL PRODUCTS CO., Warren 17, Pa. 
A division of the Royal Metal Manufacturing Co. 


OM-59-03 
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more passionately than ever) the 
need for ever-increasing consump- 
tion, this refrain would have a con- 
trapuntal theme: the emphasis on 
use rather than ownership. The 
businessman would be selling not 
merely a product but a revolution. 
While pride of ownership may 
still be too formidable a consumer- 
motivation for the revolution to 
come overnight, it is not so deeply 
imbedded as to make the job a “pie- 
in-the-sky” undertaking. Business- 
men who remain skeptical on this 
point have failed to understand the 
historic shifts in the concept of own- 
ership in this country. They have also 
missed the signs and portents that 
advertising men themselves, as well 
as social scientists, have observed. 
One research director of a leading 
New York agency notes that stylized 
taste is rapidly superseding mere 
accumulation as the major source of 
prestige and status. “Today's con- 
sumer will sooner rent the right type 
of foreign car than ‘own’ a 56 model 
of a standard American car,” says 
this expert. “People realize that if 
they invest everything in ownership, 
they can’t consume so much—and 
the fact is that our economy has 
shifted from producer—to consum- 
er-orientation. The average man, es- 
pecially if he has given up on the 
possibility of becoming very rich, is 
more interested in immediate, cur- 
rent gratifications—inshowing 
others that he knows how to live, 
that he has good taste and enjoys 
his share of the fruits of labor. Items 
such as French Impressionist art, 
Danish furniture and the like—a 
class of tasteful and expensive con- 
sumer goods once thought to be ex- 
clusively reserved for the high brow 
or esthete—are now becoming stan- 
dard accoutrements of many middle 
class homes. To ‘sell’ the rental econ- 
omy idea, advertising, in effect, 
would have to pitch its appeals to 
pride of usage and display rather 
than to ownership—and these ele- 
ments are already there to tap.” 


10. SMALL BUSINESS 


What will happen to the small 
businessman who already has a busi- 
ness—particularly one in an area 
where fashion changes are impor- 
tant? James Bright has shrewdly ob- 
served that “the principal sales 
argument of the small businessman 
may be that his production is not 
automated (Bright's Italics). . . that 
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SALESMEN 


@ What a salesman 
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the Cross pencil 

or pen becomes when 

your company insignia 

or production minia- 

ture is beautifully 
finished on it! 

Everyone appreciates 

a gift of this quality. 

It’s ideal for anni- 




















versaries, award din- 








ners, and every special 
occasion ... they make 
plain good selling sense 

. and the cost is less 
than you think. 

Write us today. We will be 
pleased to send you prices and 
to show you what we have done 

for many progressive, 
sales minded companies. 
Pens, pencils or sets 
available in 12K gold 
filled or glistening 
chrome. 


WILLIAMS & ANDERSON 
COMPANY 


INDUSTRIAL DIVISION 
? P 
rin © Manufacturers Sees 1861 
14 Third Street, Providence 6, R. 1. 
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the customer is buying the ‘pains- 
taking’ care of master craftsmen.” 

An automated rental economy 
will mean fewer changes in models. 
But there will be a continued though 
reduced need for specialized prod- 
ucts or more frequent model 
changes than the large automated 
manufacturers provide. This offers 
special opportunities for the small 
businessman. He will be able to 
carve out for himself the markets 
that do demand frequent model 
changes and the consumers who are 
willing to pay for this satisfaction. 
As Bright puts it, the small business- 
man “cannot afford to ignore auto- 
mation. He must keep in touch 
constantly with the evolution of 
mechanization in his field and an- | 
ticipate how to meet the changes it 
brings.” Small businessmen, who 
only recently have begun to recog- 
nize the value of research and de- 

















velopment, market research and 
product testing, will have to develop 
quicker competitive reflexes in a | 
rental economy. | 

These techniques do not represent | 
the exclusive, untrammeled domain 
of the “big boys.” Competition will 
be stiffer in a rental economy, and 
the penalties for failure greater. 

There can be no doubt but that 
the coming rental economy presents 
tremendous opportunities for every 
sector of our economy. But it is 
equally true that it is going to re- 
quire gigantic adjustments and re- 
alignments on the part of all of us 
who are to share in its rewards. 

We have already pointed out 
some of the problems, and some of 
the answers to these problems. But, 
of course, we have presented only 
a limited view of the new land as we 
see it. There is much more to it, and 
undoubtedly, some of you are al- 
ready at work tilling the new soil. 

In examining our respective roles 
in the new rental economy we must 
all rid ourselves of the pious and 
fuzzy thinking that has tended to 
obscure the realities of increasing 
automation. We must all get to 
know better the too-often wooed 
and too-little understood figure, the 
American consumer. We must figure 
out in advance how we can help 
him partake of the goods and serv- 
ices we can produce with our new 
technology. If we don’t, we may find 
ourselves ruing the day we set foot 
on the new land and silently mutter- 











ing “back to Walden Pond.” & 
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A Message to Executives 
Seeking a New Plant Site 





Check these 3 Important 
Plant Location Advantages in 


PENNSYLVANIA 


100% financing 
for your new plant 


Complete financing on lease- 
purchase plan—low interest rate— 
deferred amortization. Plant 
“shells” now being readied for 
completion. Inspection welcomed. 


Excellent “tax climate” 

No state personal income tax—no 
machinery or inventory taxes—no 
graduated state tax rates—no di- 
rect state property tax—manufac- 
turing activities in Pennsylvania 
are exempted from capital stock, 
franchise, and sales taxes. 


Plant location services 


Staff specialists available to serve 
industry, engineering firms, man- 
agement consultants, industrial 
realtors and others with fully de- 
tailed plant location data. 








FREE 





For free copy of pamphlets on 
these Pennsylvania Plant Loca- 
tion Advantages, write or call: 


PENNSYLVANIA DEPARTMENT OF COMMERCE 
South Office Building 
757 State Street, Harrisburg, Pa. 
Phone: CEdar 4-2912 
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Photographed at Connecticut General Life Insurance Company, Hartford, Conn. 
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Now, one Mary,can do what 
13 used to do! 


Mary and the Macey Collator Stitch- 
A-Fold system can feed, collate, stitch 
and fold 36,000, 6x9” sheets of 
paper (3,000 booklets) an hour — 
the same work that normally takes 13 
people working top speed. 


The Macey Collator handles sheet 
thicknesses from onionskin to card- 
board, and it’s accurate... never 
needs a coffee break. 


The Macey Stitch-A-Fold jogs book- 
lets perfectly; staples them; folds 
them into finished booklet form, 
ready to mail. 


ERTYPE 


pated, | 
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One girl can work these two 
machines in tandem to bind your 
own books — from single sheets to 
finished form. The system pays for 
itself in months. 





FREE SURVEY OF 
YOUR PLANT OR OFFICE 


Want to find your collating and 
paper gathering costs (including 
hidden costs)? We'll do a free survey 
of your plant or office without inter- 
rupting any work schedules - Write 
today, no obligation. 











MACEY COMPANY 


— A Subsidiary of Harris-Intertype Corporation 


13825 Enterprise Avenue, Cleveland 35, Ohio 
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Public relations 


(Continued from page 53) 

A company that gets public 
credit for its achievements, for ex- 
ample, is likely to stand out in its 
industry, as well as in the minds 
of its customers. Aggressively com- 
petitive companies use PR_ to 
strengthen their competitive posi- 
tion. 

One of the clearest indications 
that your PR program should be 
continued is that it relieves the 
discomfort you would otherwise 
feel when you see some publicity 
about a competitor—or find out 
about some other form of prestige 
which a competitor has gained 
through its public relations efforts. 


For example 


One company in the Christmas 
card business was able to maintain 
its dominance for years by captur- 
ing a major portion of round-up 
editorial space devoted every fall 
to innovations in the field. The 
fact that it got a lot of publicity 
was less important than the fact 
that it got more than its competi- 
tors. Management constantly ex- 
ploited this comparative difference 
to convince its own salesmen, as 
well as its customers, that its line 
was the best—a contention that 
would be hard to prove on any ob- 
jective basis. 

In industrial companies the 
competitive factor may stimulate 
a drive for public relations recog- 
nition for the company and _ its 
management, rather than its prod- 
uct. An ambitious company wants 
to be singled out as the one most 
likely to grow in the coming years, 
and one of the few ways it can 
distinguish itself from competition 
(when talking to investors, banks, 
suppliers, customers ) is through its 
ability to gain greater recognition 
in the press than its competitors. 
While one rarely counts the num- 
ber of lines of publicity devoted to 
another company, a management 
that receives outstanding public 
recognition for its achievements 
gains a sense of being ahead. 

When public relations can con- 
tribute to this sense of self confi- 
dence, it is considered a worthy 
function for the company. @& 
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A complete message center in a compact cabinet, with a Typing Tape Punch Tape Reader 
choice of components to best meet your individual needs—that’s 
the story of the Teletype Model 28 automatic send-receive set. 
It provides facilities for sending and receiving on message 
' paper or sprocket-fed business forms. In addition, there is 
tion a choice of four different tape reader and four different 
nks, tape punch components—for preparing punched tape and for 
1 its sending and receiving with tape. 
tion The flexibility of the set is further broadened by a built-in 
control unit, the ‘stunt box,’’ which may be equipped for a wide Send-Receive Page Printer Automatic Send-Receive Set 
variety of extra features and switching duties—eliminating the FREE LITERATURE: Write for Model 28 
need for external apparatus often required for such functions. “Complete Product Line” brochure.Teletype Corp., 


The ASR set is a compact, efficient tool to speed Dept. 17D, 4100 Fullerton Ave., Chicago 99, 


communications and cut costly paperwork. Why not investigate 
what it can do for you? TE LETY p FE 


CORPORATION 


sussiviary or Western Electric Company ING. 


See Teletype Corporation’s equipment exhibit at the Western Joint Computer Conference, May 3-5, San Francisco, California. 
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WHICH OF THESE TOP ARTICLES DID YOU MISS? 


Many MANAGEMENT METHODS articles—usually the best ones—are re- 
printed to fill special demand. 


Here is a list of available reprints. As long as supplies last, you may 
order copies—in any combination of quantities—at the following rates: 





$2.50 
$4.50 


$6.00 
..$7.00 


Up to 15 reprints 


Up to 25 reprints ................ $7.75 
More than 25 reprints ....25¢ each 


Any five reprints 


Up to 10 reprints Up to 20 reprints 





6. Seven ways to build sales with a 32. How to get profits—not problems— 37. How to cure those costly “I’ve got 


a cold” absences 





telephone 


Telephone selling costs less than 
chest-to-chest selling when you use 
the tested metnods described here. 


8. Increase productivity 50% in one 
year with sound wage incentives 


Worker productivity and employee 
earnings go up dramatically while 
unit labor costs drop with a solid 
wage incentive plan. A new study 
proves it. 


11. Lease it—don’t buy it 


The cash-conscious businessman 
can often free working capital and 
get tax savings if he leases equip- 
ment. These cases show how. 


17. How to pack more power in your 
words 


One measure of your executive abil- 
ity is how well you get your ideas 
across. Based on the experience of 
experts, here are eight guides you 
can use to get more meaning in 
your words. 


19. How to size up a man in 16 
minutes 


You haven’t got all day to interview 
job applicants. Here’s a shortcut—a 
set of eight questions to ask that 
will give you a quick idea as to 
whether the man is right for your 
firm. 


23. Why forecasts fail 


Forecasts often fail because deci- 
sion-makers overlook their limita- 


from creative people 
Creative people can bring big profits 
—and big problems. Here’s how to 
find the creative people in your 
company, overcome the problems 
they present and steer their creative 
drive. 


33. Selling to schools is highly profit- 
able 
Here are facts on the buying prac- 
tices and structure of the school 
market—a huge market that’s grow- 
ing fast. 


34. How to plan your business trip to 
Europe 
You can mix business with pleasure 
—profitably. Here are facts on how 
to get the most value at least cost 
out of a business trip to Europe. 


36. *“How to tackle the problems of 
your personality— and How to 
tackle causes of executive failure 

A two-part article, reprinted in its 
entirety. Here, five management 
psychologists tell you what makes 
an executive tick—his problems and 
how they affect subordinates. 


*Up to five copies of this 24-page 
reprint: $1.00 each; up to 15 copies: 
85¢ each; more than 15 copies: 75¢ 
each. Prices on request for quantities 
over 100. 


Many colds are not colds at all— 
they’re simply excuses to. stay 
home. Here’s how to cure the so- 
called “sickness absences” that cut 
deeply into your company’s profits. 


AND IN THIS ISSUE 


41. How to plan your approach to the 


coming rental economy 

Automation and other forces will 
soon bring an economy based pre- 
dominantly on rental which will 
largely replace outright and install- 
ment purchases as a means of 
marketing consumer and industrial 
products. Here, two perceptive 
authors give their reasons for antici- 
pating this shift within five years 
and pinpoint actions you can take 
now to prepare for profits. 


42. Your business insurance: five holes 


to plug now, six ways to cut costs 

and improve coverage 
Most firms are spending too much 
on insurance while getting less cov- 
erage than they need. Experience 
reveals five important spots to 
check for loopholes in your cover- 
age and six steps to improve your 
coverage and cut costs. Here they 
are, explained and illustrated with 
case examples. 


Use this coupon to order your reprints. Remittance must accompany orders 


under $6. No stamps please. 












































tions. These examples will help you Reprint Management Magazines, Inc 
‘ isi ‘ N ity: : = ’ : , 
er Gocmioue Ugsed On _— tile Rm. 4A, 22 W. Putnam Ave., Greenwich, Conn. 
Please send me the reprints I have indicated at left. If my 
order is for less than $6, 1 enclose remittance. Otherwise— 
25. 15 ways to develop managers : : 
Here are 15 tested ways to develop () bill me C) bill my company 
management skill at all levels in 
your firm. If you can’t use these Name 
specific ideas, they will spur lots 
of others. Title 
28. Stop wasting your time, Mr. Company a 
Executive pie ae 
Many efficient managers are trapped 
into overtime because they waste ee : 
time. Here’s how to stop that costly rae ane City Zone State 
waste and cut unnecessary hours on —{0!4} cst 
the job. Number of employees in your company 
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West Virginia is within 500 miles of four of five leading 
U. S. markets. A West Virginia location will provide your 
industry with “Accessibility.” The supply of skilled labor 
is very good, and the West Virginia workman is a versatile 
and adaptable producer. 


AND THIS! i\ 

< | COAL, WATER 

NATURAL GAS 
POWER 
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Coal is available in large quantities, and in highest 
quality. The state has 350 miles of navigable waterways. 
Natural gas, water, electric power are in ample supply. 
In West Virginia these resources are used in many ways in 
manufacturing modern products. 


S aueaaal h\ 


EST 
VIRGINA 


OF Cc oO URSE/ 


j | 


Add it all up and, like other industries now operating in 
the State, you will find that West Virginia is the state of 
industrial opportunity, offering all the ingredients for 
profitable plant locations. You can have a great future 
in West Virginia. 








SEND FOR MORE INFORMATION ABOUT WEST VIRGINIA 


vg | We are anxious to help 
you. Write Don Crislip, 
Executive Director, West 
Virginia Industrial and Pub- 
licity Commission, State 
Capitol, Room M-1, Charles- 
ton 5, West Virginia. 





WEST VIRGINIA 





(Circle number 169 for more information) 
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For more information on any advertisement or keyed editorial 


item, fill out the card below, circle the appropriate key num- . 

bers, detach, and mail. We pay the postage. Please use card Flexible Space 
number | first. Key numbers appear under most advertise- 

— Only Mills builds such econo: 
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every new arrangement as tr 


future as they are today. Mills 
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pace Control ss by Mills 


h economical change into your movable wall system. Mills design makes every part re-usable, 
ent as trim and solid as the first. Mills design principles keep your walls as handsome in the 
day. Mills representatives will be pleased to provide you with a Planning Kit especially prepared 


onditioning your office. For your copy write to The Mills Company; since 1921, manufacturers 


ems: 941 Wayside Road, Cleveland 10, Ohio. 
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Palle one good decorator with a 

penchant for sound design ...add a judicious 
selection of ASE furniture...and you'll 

come up with the kind of office you can 

be proud of...and will be for years. 


ALL-STEEL EQUIPMENT Inc., Aurora, Illinois 
Desks « Chairs « L-units « Credenzas « Tables 
Bookcases « Filing Cabinets « Storage Cabinets 








